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METAL BUCKLES & KEEPERS 


Another Kon-ite triumph, combining the 
Strengthand Lustre of METAL with the 
Lightness and Resiliency of PLASTIC 
in the perfect watch strap buckle! 

A light core of tough plastic encased 
in a tubular sheath of precious metal 
results in a buckle of unusual beauty and 
great durability. PlastiCore is not a 
substitute for metal buckles, but is defi- 
nitely a better buckle. It contains no | 
base metal, so it cannot rust, discolor or 
corrode the leather. Now available only 
on genuine Kon-ite watch straps. 

Your jobber has them. Manufactured 
by A. SAUER & CO. Cincinnati 2, Ohio. 


KON-ITE 
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SPEAKING OF THE JEWELRY TRADE 


HE more than 100,000 Nazi 

troops leaving Holland are get- 
ting a “shake-down” they hadn't 
counted on. Returning to Germany 
through north Holland, the troops 
are being subjected to a thorough 
screening by the Canadian First 
Army. 


Among other valuables hidden in 
Wehrmacht and Kriegsmarine 
(navy) pockets and bundles, such 
items as watches, rings and neck- 
laces are being uncovered. The loot 
is being returned to rightful owners 
by the Dutch government. 

At a rough guess, lacking the full 
facts, the Dutch officially estimate 
that the German occupation, and 
war damage, have cost them about 
8,000,000,000 guilders, around $3,- 
200,000,000. 
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HEN it comes to community 
spirit and unselfishness, the 


‘residents of Saugatuck, Michigan, 


always think of Roy D. Jarvis, 
owner of the village’s only jewelry 
store. 

Twenty years ago Mr. Jarvis or- 
ganized the high school band to 
bring in and assist students in their 
music lessons, including many who 
could not afford to buy their own 
instruments. Somehow, in the busy 
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. school band. 


middle ’20s, Jarvis found time from 
conducting his jewelry business to 
not only train and lead the high 
school band but also seek recruits to 
build it up. Many of these early 
students now are in army bands 
overseas. And he writes to all. of 
them. ; 
Today, Jarvis is still with the 
But his community 
spirit isn’t confined to the band only. 
He has participated in every bond 
drive, and whenever he is called 
upon for anything, he is always will- 
ing to help out. 

It’s no wonder the citizens of 
Saugatuck look up to him! 


oe 


ECAUSE Sgt. Charles A. Pier- 

son is a good American dough- 
bey who shared his watch repair 
business with an old English watch- 
maker somewhere in Wales, he now 
is the proud possessor of a priceless 
100-year-old timepiece. The anony- 
mous and grateful Englishman gave 
it to him in appreciation of Pierson’s 
numerous trips to his little shop 
where he brought the broken-down 
watches of Yanks in a nearby gen- 
eral hospital. 

Pierson, who is a watch répair- 
man in his own right, says sharing 
his business with the old man 
doesn’t hurt his trade one bit, in 
fact, he does better work knowing 
that he isn’t being pressed. 

Pierson, whose home town is Cin- 
cinnati, picked up watch repairing 
as a hobby. He is known to sports 
fans as the American archery flight 
champion. 


Jewelers 
Circular: 
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HAT is probably the strangest 

business: combination to come 
to our attention is that of C. F. 
Rathbun, of Blanchard, Okla., a 
jeweler of some 50 years’ standing, 
but also a dispenser of soft drinks, 
candy, etc., on the side. We say “on 


_the side” for our interest is in Mr. 


Rathbun, jeweler, but from the pho- 
tograph of his store, it certainly 
looks like anything but a jewelry 
store. However, Mr. Rathbun has 
been a jeweler in Blanchard for 35 
years. 

His place of business is called the 
Rose Bowl, taking its name from a 
punch bowl designed in the center of 
the store front and fashioned of na- 
tive rose-colored rocks. In fact, the 
entire front of Mr. Rathbun’s un- 
usual store is of native rocks forming 
a colorful mosaic. 





Like any roadside drive-in, Mr. 
Rathban’s establishment is liberally 
besprinkled with signs—all on the 
soft drink side. The only reference 
to his watchmaker skill is a large 
watch sign hanging from a Coca- 
Cola sign near.the street. Yet, as 
Mr. Rathbun puts it, “We made 
more than 29,000 fountain drinks 
last year, and repaired more watches 
than ever.” 

His first business venture was as 
an artist, enlarging and coloring phé- 
tographs in crayon and pastel. Re- 
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“.. 2... AND I FINALLY FOUND A PARKER 51 
AT THROCKMORTON’S JEWELERS ........ 
wHy DOC-TOR! WHERE ARE you GOING?!” 
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jecting this as too confining, Mr. 

Rathbun learned the candy-making 
trade and for several years operated 
a confectionary store. Later, becom- 
ing interested in the jewelry trade 
he served his apprenticeship under 
several jewelers. During the panic 
_of 1907 it was hard to get a job, Mr. 
Rathbun recalls, and so he did his 
own canvassing for watch repair, do- 
ing the work in his hotel room at El 
Paso, Texas. He came to Blanchard 
in 1910 with his watchmaker’s tools 
and $90. He bought $300 worth of 
jewelry, making a $50 down pay- 
ment, and rented a window in a local 
harness shop for display. He had his 
first customer his first day in town. 
Four years later he added home- 
made candy and that year made over 
two tons of candy. That Christmas 
he had his best month when he sold 
81 gold rings and candy for a total 
receipt of $2200. 
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IANA POWELL, wife of the 

Metro - Goldwyn - Mayer star, 
William Powell, believes three is a 
lucky number. At least as far as 
her wedding rings are concerned, for 
she wears three of them. 

The first was the original wed- 
ding band, several sizes too large, 
that was purchased at Las Vegas, 
Nevada, where the couple were mar- 


a 





"And what can we do for you, Sir?" 


ried January 5, 1940. The next is 
a platinum and diamond band, pur- 
chased later to match Mrs. Powell’s 
diamond engagement ring. 

Recently the Powells returned to 
Las Vegas where Mrs. Powell vis- 
ited the jewelry store where the 
original band was purchased and 
there discovered its mate—only this 
time it was her exact size. ,So the 
third band was added to the other 
two. 
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HE jewelry industry can be 
proud of its record in the war 
effort, both in turning out the tools 
of war and in promoting the sale of 
war bonds to help finance the way to 
peace. To many in the industry goes 
individual honor for their efforts 
along this line. One of these men 
is Adolph Blickman, president of 
Rogers & Co., Ine., retail jewelers, 
at 5 N. Illinois St., Indianapolis, 
Ind. 
For the past year Mr. Blickman 
has been the sponsor of a weekly 
radio program, broadcast over Sta- 
tion WIFBM, Indianapolis, every 
Sunday noon, for the Indiana Com- 
mittee for Victory, a non-partisan, 
non-sectarian, non-profit citizen’s or- 
ganization devoted to a better peace 
through better understanding. Each 
week a prominent man or woman 


from the field of business or politics 
was the featured speaker. 
Noteworthy of Mr. Blickman’s ef- 
forts along this. line was the fact 
that these programs were not used 
for personal advertising and no ref- 
erence was made of his business or 
store throughout the entire series of 
radio broadcasts. $ 


eo... 


OR twenty years, Vance Buker, 
jeweler, of Quincy, Mass., 
climbed to the belfry of the First 
Parish Church every Friday morn- 
ing to wind the clock. The other 
day, Mr. Buker called on Mayor 


Charles A. Ross and told him that © 


because of the heat it was too hot to 
climb.the stairs and could he kindly 
resign. ss 
“Nothing doing,” said the Mayor, 
refusing to accept the jeweler’s 
resignation. But the town clock was 


still not wound when this was writ- . 


ten. 
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UTO thieves are going to think 
twice before taking the ear of 
Charles Richter, of the Richter Jew- 
elry Co., Sixth and Main Sts., Cin- 
cinnati, Ohio. It’s been im cireulation 
so.much recently that it’s too well 
known. 

Mr. Richter left his car at a 
garage for repairs one day and that 
night, while riding down Main Street 
in a friend’s car on the way to pick 
up his, he saw his car go buzzing by 
driven by a colored boy all decked 
out in the latest in “soot” outfits. 
Mr. Richter gave chase but was ont- 
distanced. He reported the theft to 
the police and the next day his ear 
was recovered, none the worse for 
wear outside of being minus a couple 
of ration stamp’s worth of gas. 

A few days later, Mr, Richter at- 


tending a concert, parked his car on 


concert, he found his car door wide 
open, the handle broken and a dollar 
bill lying on the seat. Evidently, be- 
lieves Mr. Richter, someone had 
forced the door, believing it was their 
car, and after opening it had found 
their mistake and left the bill to 
cover the damage. 

Both events rated a little story in 
the local paper so with all the pub- 
licity, Mr. Richter believes his car 
now too well known for anyone to 
take a chance on it again. 
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a side street. Coming out after the — 

















Remember, they buy by name leader- 
ship . . . by patterns. They insist on the 
best. And to them, 1847 Rogers Bros. 
means QUALITY and BEAUTY, spelled 
in caps. ‘ 
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War Brides! Little ones, big ones, me- 
dium-sized ones. 8,020,000 of ’em since 
1940! Gals that are planning homes. Gals 
that are waiting to buy 1847 Rogers Bros. 





Yep—there’ll be big business—and you'll 
get your share. We’ve already worked out « 
i arrangements for postwar distribution, 
Why? Because they’ve seen it consist- based on International’s tested quota 
ently advertised as ‘‘America’s finest” —_ plan. And our 98 years’ leadership in the 
heard about it on the air. (Our advertis- silverplate field, plus war production ex- 
ing volume tops the silverplate field, you perience, will result in even finer quality 
know.) w . .. speedier production, too! 


1847 ROGERS BROS. 
uevieai Sins Seeyldle 


Meriden Conn 








International Silver 
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Publicity Board Begins Survey 


Facets which will assure maximum results from industry’s publicity 


campaign now being gathered by skilled research organization 


CTUAL work on the survey by the Jewelry Indus- 

try Publicity Board to find out about consumer 

preferences, buying habits and prejudices with regard 
to jewelry and jewelers, is now underway. 

Definite program for the study, which has been in its 
preparatory stages for several weeks (see page 145 
JC-K for July and page 240, June issue) was presented 
at a meeting of the Board’s Steering Committee, on June 
21 by John W. Darr, president of the Institute of Pub- 
lic Relations, which has been engaged to carry on this 
project. It was unanimously approved, and the Institute 
of Public Relations instructed to get the job started im- 
mediately and to push it through to its conclusion as 
rapidly as possible. 

Said Mr. Darr, in presenting his report: 

“For the consumer study, we have engaged Elmo 
Roper and his organization. They will personally inter- 
view an accurate cross-section of the American public 
which will be roughly 50 per cent men and 50 per cent 
women, will total between 3000 and 3500 personal inter- 
views and will be accurately apportioned geographi- 
cally, income-wise, by city and town size, and by age 


groups. 


ESSENTIAL FOR KNOWLEDGE OF CONSUMER 


“We are going after information that we think is es- 
sential to the industry’s understanding of the consumer, 
and the plans the industry must make for maintaining 
if that is possible—its present share of the dollar the 
consumer is going to spend after the war. 

“For example, regarding: the consumer’s gift-buying 
habits : 

“What was the last gift bought by the respondent— 
the person being interviewed? How much did it cost? 
In what kind of store was it bought? Why was it bought 
there? Was any other shopping done before the gift was 
bought? Where? For whom was the gift bought? Did 
the buyer have that specific gift in mind (if so, why) or 
did he or she just ‘go shopping’? What particular reasons 
impelled the purchase of that particular object? If the 
object was not bought in a jewelry outlet, does the re- 
spondent know whether or not it might have been found 
in a jewelry outlet? Would he have preferred to buy it 
in agewelry outlet? Why? Why not? These are not 
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exactly worded questions, nor are they the only ques- 
tions that will be asked: under this classification. They 
are expressed here in order to show you the approach. 

“Then, regarding the consumer’s jewelry-buying 
habits: 


STUDY OF JEWELRY BUYING HABITS 


“When was the consumer last in a jewelry outlet? 
When was he there previously? For what purpose did 
he go each time? What store, or kind of store, was it? 
Was other shopping done? Where? For whom was the 
gift, if it was a gift, purchased? For what object was 
the repair sought, if it was a repair job? If something 
was bought, why was this particular store or outlet 
chosen? What specific jewelry objects would the pur- 
chaser like most to buy as gifts for others? Why? What 
specific objects of jewelry would the person most like to 
have for himself or herself? Why? What possessions of 
the respondent are thought of as jewelry? What pos- 
sessions of the opposite sex are most frequently consid- 
ered to be jewelry? Again, these questions are indica- 
tive, rather than limited. 

“On the consumer’s knowledge and appraisal of 
jewelry and retail jewelry outlets: 

“What was the last or the most serious complaint the 
respondent has against any retail jewelry outlet? How 
did it come about? Who or what does the respondent feel 
was to blame? How was the difficulty settled? Does the 
respondent consider the settlement fair? What effect 
did the incident have on the respondent’s attitude toward 
jewelers in general? Does the person feel that jewelers 
give value received on every purchase? If not, why not? 
Do people look on jewelers as experts, craftsmen, mere 
entrepreneurs, or what? Why are these ideas held? 
Some questions would be asked as to the ideas consumers 
have as to ‘fair prices’ for certain articles—and here 
the sample might be split in order to cover many 
articles. Other questions would be asked that would give 
us an idea of the public’s appraisal of jewelers in gen- 
eral, their integrity, specialized knowledge and the at- 
mosphere of jewelry outlets. 

“From the answers and interpretations of the answers, 


we expect to get a great deal of knowledge not now in 
(Please turn to page 196) 
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Sales Training 


For Positive Selling Action 








ALESMANSHIP, we have often been told, consists 
of the ability to persuade someone to buy some- 
thing which he DOES NOT want. But that is not sales- 
manship, and it never was. Real salesmanship consists 
of MAKING the customer WANT what you have to sell 
so much, that he will buy it of his own accord. This type 
of selling calls for positive action; action that is aggres- 
sive without being offensive; use of the psychological 
word that will make the customer act of his own accord 
and without realizing he is being led. 

If that seems to put selling on too high a plane, to put 
it beyond the reach of the average sales person, then 
that is exactly what we want to do; to put salesmanship 
beyond the reach of the average sales person, then bring 
that sales person up until he is no longer average, but 
well above the average. It can be done. Here’s how. 

In a recent article (July issue of JC-K, Page 200) I 
gave you a few definite points on store organization and 
personnel training and handling. It is adaptable to a 
small store of three people or a large one with 30 people. 
And if you are to have a truly aggressive, alert, smooth- 
working sales force now and after peace comes, such an 
organization must be carried right on through the sales 
personnel. If yours is more than a one-man store you 
cannot possibly meet personally, every shopper who 
comes in. So your sales force becomes your only personal 
contact with many of them. Each sales person is your 
personal representative. In this connection it is well to 
remember that a store is judged as much by its sales 
people as by its merchandise. 
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The sales force must radiate store personality in addi- 
tion to their own personality. To do this they must know 
how you would want things done, and do it that way. 


* The hardest thing to do in a piece of this kind, as in 


selling itself, is to give that “down-to-earth” touch that 
is so effective. High-sounding phrases may look good in 
print, but they do not close sales. Moreover, they do not 
convince sales people. Positive action can do both. 


TRAINING MUST START WITH OWNER 


Training the sales force for positive action must al- 
ways begin at the top. It starts with the owner and/or 
manager and, like a fluid, flows on down through depart- 
ment heads, assistants and on down to the newest extra 
girl who sells a few hours each week to enable her to fin- 
ish her business course in the evenings. Obviously, no 
one is capable of teaching another unless he, himself, 
has a pretty good idea how it should be done. 

Here are the five principle ingredients of positive 
selling: 

Knowledge. 

Personality. 

Sincerity. 

Convincibility. (There may not be such a word, but 
there needs to be.) 

Action. 


First in importance is knowledge ; knowledge that the 
sales force must have of the merchandise to be sold. To 
know a few words that makes sales, is fine, but it gs not 
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t. The sales person must know the merchandise 
forward and backward. He should know the bad points 
as well as the good. In this way he can have the right 
answer for any question the shopper might ask. If he 
cannot do this he is not sufficiently posted and is defi- 
nitely not in position to train sales people in the manner 
in which they must be trained to meet post-war selling 


competition. 
Personality is a rather broad term. It can have many 


interpretations, but for our purpose it may be confined 





selling. Action is the practical application of the other 
principles. 

These, then, are the things which we who expect to 
sell in the post-war world must possess to a great degree. 
Make no mistake, selling is becoming a more and more 
specialized service. Roger Babson says the greatest 
single need of the post-war world will be more and bet- 
ter selling. For that reason it behooves each of us to 
prepare ourselves to do a better job. That way, and that 
way only, leads toward better things. And we can only 





After a peried of a seller’s market, post-war business will put 


renewed emphasis on salesmanship. 


A smooth-working, aggressive 


sales force needs the injection of five basic selling principles. 


toa few words. It is that quality that enables one to 
meet a complete stranger and within two minutes have 
the stranger at ease and in a friendly, receptive mood. 
Personality can be developed from the negative to the 
positive. And your sales force determines the personality 
and atmosphere of your store. It is as good or as bad 
as you sales organization. 

Sincerity is a much abused word. It is a redeeming 
characteristic often ascribed to crack pots. But we do 
not use it as an alibi. For our purpose we shall define it 
as that quality which enables the sales person to quickly 
gain the confidence of the buyer through the ability to 
show an honest and sincere desire to be of constructive 
service; that his desire to help rises above the mer- 
cenary desire to “make” a sale. 

Convincibility. That is a coined word that covers a lot 
of territory. Let us say simply that it is the quality of 
convincing the buyer that you know what you are doing 
and are sincerely interested in being of the greatest ser- 
Vice possible. It is that certain something which gives 
strangers confidence in you and your spoken word. 

Action. This is the manner in which all the above 
characteristics are brought to bear on a single subject— 
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By P. BUFORD HARRIS 


prepare ourselves for a better job when we know the 
requirements of that job. 

First, of course, comes knowledge. If this is lacking, 
nothing else is of value. The bluffer may get by for a 
little while, or he may have in days gone by, or during 
the war-time boom, but the present-day avalanche of 
national advertising has so educated the shopper until 
she knows more about most products than the best of 
salesmen used to know. Today your customer knows the 
questions; you must know the answers. The salesman 
must keep at least two steps ahead of the buyer. It is not 
enough for one or two people in an organization to do 
this. Every single sales person should be able to do it. 

Such a condition can be achieved through some form 
of systematic sales training. 

This may be in the form of a series of sales meetings 
conducted by a professional. There are many organiza- 
tions specializing in this kind of work. Generally, how- 

(Please turn to page 198) 
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Store interior light- 
ing, color, store 
name and display 
windows form eye- 
catching uni in this 
modern front which 
gives an open effect 
without loss of pri- 
vacy in sales area. 
Store name is eco- 
nomically silhouetted 
by interior lighting 
and recessed spot 
and flood lights 
illuminate display 
windows without dis- 
tracting eye glare. 











A combination of 
the three types of 
lighting are used in 
this interior. Fluores- 
cent trough provides 
general illumination; 
cold cathode cove 
lighting gives inter- 
est and directs at- 
tention throughout 
the store. Recessed 
flood lights illumi- 
nate display area 
while concealed tube 
units in the wall sha- 
dow boxes and in 
cases provide a high 
level of illumination 
for the merchandise. 




















IGHTING - -13 


A Tool for Selling 


by VIRGINIA DIXON 
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NE of the more technical tools of modern visual 
merchandising is Lighting. Probably nothing has 
ibuted more to the drama and power of display 


| merchandising than the lighting equipment which has 


zn developed for show window and store interior use. 


“Today, not only has the trend toward the more open 


me of store front emphasized the importance of effi- 
t lighting for both daylight and night use, but it is 
ing to be recognized that just more and more light 
itself does not solve any lighting problem. It is even 
possible to have too much light! 
mm In laying out post-war light plans, lighting engineers 
» basing their recommendations on many factors. 
r chief consideration is no tonger the number of 
candles of light which a given fixture can be counted 
pon to deliver at its source, but the measures of bright- 
seen by the eye of the customer as the light is 
ected on the merchandise. 
The requirements of good jewelry store window light- 
are that there be a high intensity of general overall 


“li ting in the window, dramatic spot lighting for accent 


ih all direct glare from light sources effectively elimi- 
i from the eyes of window shoppers. There are 
many types of fixtures designed primarily for display 
Me—incandescent and fluorescent striplights, flood- 


lights, open reflectors, reflector lamps and spotlights . . . 


footlights. At present the availability of these 

is limited, but production on pre-war types of most 
them is being resumed and improvements are being 
ade for post-war production. 


10 GENERAL RULES ON CHOICE OF FIXTURES 


No general rules as to the choice of these fixtures can 
te made except that they conform to the requirements 
previously mentioned. The lighting scheme depends 
entirely on the architecture of the store window and the 
display arrangements which they are proposed to light. 

Valances hung against the plate glass from the win- 
dow ceiling are the usual expedient for concealing such 
lighting, but such valances are far from satisfactory. 
They interfere with the basic design of the window and 
often do not either protect the eyes from glare or con- 
ceal the light source. 

“Egg crate,” or lattice-work ceilings with the lighting 
fixtures in place above them, or a pattern of round open- 
ings in the ceiling for adjustable flood or spotlights, are 
two of the new methods in use for concealing light 
sources. Many others can be devised. 

In planning the lighting of the store interior, it should 
be remembered that the shopper’s eyes will be attracted 
first to the most brilliantly illuminated part of the store, 
whether this area happens to be the ceiling, an empty 
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The subject of store lighting is net one to be treated offhand. 
Besides its prime purpose of illumination, it keynotes your 


entire store atmosphere and serves as a decorative medium as weil. 


Simple form of cove-lighted ceiling divides departments in 
this interior and gives general illumination. Concealed 
tubular units are used in counter and recessed wall cases. 


wall, or properly, the counter and wall cases. General 
lighting, chiefly from ceiling mounted fixtures, should be 
of uniform high level, spread evenly through the store. 
This should be supplemented with spotlights and flood- 
lights focused on areas designed for special customer 
attention. As in the window, these fixtures should be so 
mounted or concealed that there is no direct glare in the 
eyes of customers or sales people. Concealed fixtures 
in show cases and wall cases should place the highest 
level of illumination on the merchandise. 

With this arrangement, the distribution of light 
throughout the store will not be absolutely even and for 
the sake of emphasis and interest it should not be. Shad- 
ows and contrasts of light and shade are needed to give 
the merchandise the greatest amount of visual interest. 
On the other hand, too spotty distribution with great con- 
trast between light and dark areas must be avoided as 
the glare of such contrasts causes eye fatigue. Eye 
comfort depends less on any given level of illumination 
than on a balanced contrast of one level with another, 
but fatigue can be caused by too much light as well as 
by too little. An approximation of daylight in the store 
is not necessarily required for eye comfort. 

Intensity of lighting on the merchandise will depend 
on the goods themselyes. Some is extremely light- 
absorbing—dark fabrics and leathers for example. Most 
jewelry store merchandise, however, tends to reflect light 
—shiny metals, crystal, light colored china, and so 

(Please turn to page 201) 
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War “Sideline” 


Makes Good 


by ROBERT A. LATIMER 


Agnes Moorehead, well known 
MGM actress, is shown here wear. 
ing earrings set with one large 
stone surrounded by smaller ones. 
Her unique design choker neck. 
lace of sterling silver, comple. 
ments her round high neckline, 


Below, Miss Moorehead 
wears earrings of a plain 
floral motif. Her bowknot 
pendant pin, set with eo 
ored stones, adds a spo 
of decoration to her suit 
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Several so-called “sidelines”? have found their way te jewelers’ 





shelves during the war. Eriksen’s, Fresno, Calif., have found 


costume jewelry a valuable aid in the sale of top price lines. 


LTHOUGH many jewelers steadfastly refuse to 
A add costume jewelry of any kind to their stocks, 
feeling that this entails a loss of préstige or too competi- 
tive a market, this merchandise can become a valuable 
aid to the sale of top price lines, according to the Erik- 
sen Jewelry Company, Fresno, Cal. 

The Eriksen store is unashamedly and wholeheartedly 
in the costume jewelry business—with all the colorful 
display windows, “price leaders” and widely assorted 
lines which go with it. Moreover, the store has been so 
successful in “trading up” costume jewelry over the past 
three years that it is planned to make the line a “perma- 
nent sideline” that is expected to show the same excel- 
lent returns after the war, according to Mrs. W. H. Jus- 
tice, assistant manager. 





Eriksen’s first went into costume jewelry shortly be- 
fore the beginning of the war, when normally available 
lines such as sterling silver and watches began to fall 
off. “Through one combination of circumstances and an- 
other we were apparently having more trouble than 
other stores in eking out our former lines,” Mrs. Justice 
smiled, “therefore it became necessary for us to pick 
worthwhile sidelines considerably earlier than other 
stores. We simply were not willing to watch sales vol- 
ume fall off without doing anything about it. Our expe- 
rience with handling a small stock of costume jewelry 
before the period of limited supply had been good, and 
consequently we decided to go into it 100 per cent.” 

Prior to Pearl Harbor, there was one case of costume 
jewelry in the downtown store, mostly in moderate price 
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lines and sold chiefly as dress accessories to buyers of 
other jewelry. From this small beginning, Mrs. Justice 
has expanded the costume line until it now covers all 
price ranges from $1 to $49.50, occupies almost half of 
the entire store display space, and all of one huge dis- 
play window. In stock are plastic, wood, metal, gold 
and silver filled materials, solid gold and silver, and 


- hundreds of novelties and new ideas which serve to keep 


the stock constantly fresh. 

“Once started on the line, we wanted to become known 
as the place to buy costume jewelry of any kind,” Mrs. 
Justice indicated. “Consequently we keep the window a 
blaze of color with all types carried in the stock promi- 
nently shown, and have set up our interior case display 
so that the customer is actually surrounded with eostume 


Eriksen's wanted to become 
known as the store where 
costume jewelry of any kind 
could be had. They set up 
their interior display right 
off the entrance and a wide 
assortment is carried and 
displayed in their windows. 


jewelry the moment she comes through the front door. 
To my mind, in order to sell this particular line of mer- 
chandise efficiently, the customer must be offered scores 
of choices in all possible materials—with a ‘mass dis- 
play’ theme which can’t fail to attract attention. Al- 
though we now have a regular traffic of customers who 
visit us primarily to buy costume jewelry, there are just 
as many sales stemming from ‘impulse buying —women 
stopping to look at the display window, seeing some- 
thing which instantly appeals to them, and coming inside 
immediately to buy it.” 

Because the small unit sale and the large number of 
them put a strain on the store sales staff, everything 
possible has been done to alleviate it. For example, there 

(Please turn to page 202) 
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SSISTANT Washington editor for Jewreiers’ Cir- 
cuLaR-Keystone, Eugene J. Hardy was one of a 
small, select group picked by the U. S. Navy to make a 
trip to the battlefronts of the South Pacific to observe 
at first hand the men and the tasks they are accomplish- 
ing. One of the bases Mr. Hardy visited was. occupied 
by a battalion of Seabees, the fighting workers of the 
Navy. He was particularly interested in what the men 
did during their off-duty hours, and this is what he 
found. But we'll let Mr. Hardy tell you in his own 
words. 





OMEWHERE in the Marianas—‘“All through the 
| Western Pacific, Seabees are busily engaged in 
turning out souvenir items, but nowhere is it more evi- 
dent than in this group of islands. Although at work 
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Some of the Seabees who spend their spare time in 
the “hobby shop". On the table are a few exam 
of their handicraft. Harold Baron, S 1/c, USNR 
Brooklyn, N. Y., in white shirt, supervises the work. 





from 12 to 14 hours daily the Seabee’s appetite for work 
seems to be never-ending, for practically all the men 
with whom I came in contact spent their off-hours turn 
ing out articles that would find an immediate market in 
any giftware department in the States. 

“Taking one Seabee battalion as a representative ex 
ample, I found that about 300 or 400 men, comprising 
about one-third of the total personnel, were actively em 
gaged during their spare time in the “Hobby Shop. 
This shop, under the supervision of the Chaplain’s of 
fice, is equipped with two wood lathes, drill press, tak 
saw, grinders, buffers, portable electric drills and em 
graving sets. All of this equipment is provided by the 
Navy, for the morale and recreation factors involved in 
this type of work are clearly recognized. 

“The work here is under the supervision of Harold 
Baron, S 1/c, Brooklyn, N. Y. Mr. Baron supplies all of 

(Please turn to page 204) 
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Necklace and bracelet made of sea shells 
which the Seabees call "deer eyes." made 
by Evan Dessasau, S 1/c, USNR, New York. 
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This set of wine glasses made of Jap 30- 
mm. shells, hammered and peened to a fine 
finish, are a work of art turned out by 
Samuel B. Watkins, CM 2/c, USNR, of Yuma, 
Ariz. Watkins is a former lapidary and 
turns out some of the ouftfit's best work. 


Unique timekecper 
built by Capt. Wm. 
B. Athey, USMCR, 
of old bottles, wire 
and coral sand for 
Maj.-Gen. L. E. 
Woods to give his 
staff ten minutes 
to answer mess call. 


by EUGENE J. HARDY 


Eugene J. Hardy, JC-K's 
war correspondent, ob- 
serves Thurman Burgess, 
CCM, USNR, Arlington, 
Va., put the finishin 
touches to a nut bow 
made of native wood. 








To My Ow 


In these days of shortages and rationing. your stock may ¥ 
be depleted but you have a valuable and salable item in 4 
eustomer service that will keep them coming in. 3 


N these strenuous war-time days, when everyone is 

busy, there is nothing like service to gain the good 
will and patronage of the townspeople,” declares W. E. 
Mattingly, proprietor of The Ideal Jewelers, Hazard, 
Ky. 

“Capitalizing on that fact, we have made it a point to 
give special attention to repair service, and by this 
means, have built up an excellent trade for all depart- 
ments of the store. Everyone with a watch to be repaired 
has to visit the store twice—once to bring in the watch, 
and once to get it—and on both visits they are exposed 
to the many beautiful offerings in watches, silverware, 
diamonds, as well as china, crystal and costume jewelry 
—for which latter item there is a constantly increasing 
demand. Our watch repairing section is located on the 
balcony with the result that each repair customer must 
traverse the entire store. 

“Whenever a patron brings in a watch to be repaired 
we tell him, ‘When your watch is ready you will receive 
a card.’ This does away with the loss vf time consumed 
in answering the many inquirers who would otherwise 
be phoning or calling to ask, ‘Is my watch feady?’ We 
keep on hand a supply of post oad ‘printed with a pic- 
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by W. B. STODDARD 


ture of our store, which we use for many different kinds) 








of short messages. When the watch is finished we 


one of these cards, and paste to it a little printed slip. 
which reads: 4 


Dear Customer: 

Your watch was repaired today. We have pall 
neither time nor effort to do this work well, and we aF 
now giving it careful attention to see that it is properly 
regulated. 

Our aim is to give you the utmost for your money, 8 10 
do-not think our interest in your watch ceases when yo 
take it out of our store. Be assured we want to give yo 
such good service that you will never a miss a chance # 
recommend Ideal Jewelers to your friends. 

We certainly do appreciate this opportunity to serve 
you, and hope to merit your future business. 

When sending repair work to Hazard by someone else 
always insist on its being left at our store. 

(Please turn to page 206) 
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The orisinal 
J Vacheron & Constantin 
¢ factory at Geneva 


S604 
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SS 
VACHERON & CONSTANTIN 


The world’s oldest wateh manufacturing establishment 
Established Geneva 1785 


oo, 


VACHEBRON & CONSTANTIN AND ALLIED WATCHES, INC 
580 Fifth Avenue, New York 19, N. Y. 
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Foster's believes that virtually all 
women and the majority of men 
prefer the dignity of a jewelry 
store when purchasing pipes. All 
the accouterments of the smoker, 
except tobacco, are carried here. 


Pipe Smokers Say “Foster’s”’ 


J. A. Foster, Providence, has developed a 





profitable addition to their men’s department 
by HOWARD S. RAINS 


* 








ws 
ee 


that has paid dividends in inereased traific. 


bi wad 


Pras 


“* IPES have a definite place in jewelry stores and ment when they wanted the better grades. His clientele 

they have been the foundation of our men’s sec- had by then associated the name of Foster’s with pipe 

tion before and during the war,” say the officials of the Result: The department has sold as high as 20,000 pipes 
J. A. Foster store in Providence. in a year. a 
Despite shortages, the store today is doing a $10,000 It is pointed out that there is a real human angled 
a year business in pipes, and after the war volume is pipe sales. According to Jones it is easy to make) 
expected to double. friend out of a pipe buyer. Many a customer has ff 
Here’s how Marvin Jones, head of the department, turned to him and asked advice on purchases of othe 
tells how the store built up the department: merchandise sold in the store. Harold Hughes, managet 


The first pipes bought were odd lots and retailed at says he knows of no department that has built more 
two for $1. And contrary to what some may expect, the good will for the store than that run by Jones. Many® 


low prices did not hurt the store’s general reputation. diamond or watch sale in the store can be traced back 
In fact, the buyer of a 50-cent pipe was given the to a pipe sale, Hughes claims. . RO 
same consideration and courtesy as any other customer. _Foster’s is aware of the war-created shortage of pipes} 


When women purchased for the menfolks, Jones would _ but believes this can be overcome to a considerable ex § Wit 
ask such questions as the size of the smoker’s face, tent. The store has followed a policy of keeping ‘an eat} t's 
whether it was to be one of several pipes or only one, to the ground,” so to speak, and is ready to jump when § int 


whether the user is a heavy smoker, etc. a buying opportunity presents itself, and it has been § thr 
Thus, Jones would recommend a large-size pipe for a willing to buy small lots when necessary. Furthermore, §  tior 

big face, a large-sized bowl for a heavy smoker and a_ orders have been placed at the right times for indepen ’ 

novelty shape for the man who merely smokes a pipe for dent lines. As evidenced by Foster’s well stocked show- 

a while and then discards it. cases, the independent makers have been able to pro- 
When expansion permitted the addition to the depart- vide pipes of briar and rubber. 

ment of higher priced pipes—up to $15—Jones noted Jones feels that by insisting on the maintenance of 

that former 50-cent customers returned to the depart- (Please turn to page 205) * 
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Auld Acquaintance ... 








NOT FORGOT 





The ‘Whir wind ° 
@>Yo)\Eie)\i 


WORLD'S GREATEST LIGHTER 


RONSON ... symbol of lighter perfection! Outstanding 
is the famous RONSON Whirlwind ... with disappearing 
windshield ... which, with its patented RONSON “press, 
it’s lit—release, it’s out” mechanism, has proved invaluable 
in the hands of our servicemen on every battlefront 
throughout these war years, sustaining the tradi- 
tional RONSON leadership. 

We look forward with you to the happy day... 





which we hope and expect will be soon... when Gov- 
ernment regulations permit full resumption of civilian 
production — bringing back to your stock RONSON 
Lighters, comprising the Whirlwind, the Standard and the 
other old favorites, together with many new RONSON 
Pocket and Table Lighters ... irresistible in de- 
signs and finishes . . . that will spur your sales to 

many times your pre-war RONSON volume. 
*Trade Mark Registered 


“Press, it’s lit . . . Release, it’s out” 


RONSON ART METAL WORKS, INC., NEWARK 2, N.J. 


® * * * * 
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MAKE YOUR DOLLARS FIGHT... BUY WAR BONDS’ * * 








Peridot and Sardonyx 





a 





Large peridots of gem quality are rare. These are from American Museum of Natural History. 





HE name peridot is really a jewelers’ term for a 
Mi. substance known by the mineralogists as chrysolite, 
or more broadly, as olivine. A large group of rock- 
making minerals, magnesium and iron silicates, form 
the olivine group, and they range in composition from 
pure, or nearly pure, magnesium silicate through iron- 
rich varieties, to a nearly pure iron silicate. Only the 
magnesium end has gem interest, since as the iron con- 
tent increases the color darkens, and the material loses 
its gem value. 

Olivine is a common constituent of the darker igneous 
rocks; basalt, for instance, often shows recognizable 
grains of green olivine. It is one of the commonest min- 
erals of the earth, in all probability, though the known 
occurrences of gem material are few indeed. The stony 
and semi-stony meteorites that reach the earth contain 
grains and crystals of olivine, so we see that it is not 
confined in its occurrences to our world, but is to be 
found throughout the universe. 

Despite its ubiquitousness, however, gem occurrences 
are very few, few enough to make fine stones far rarer 
than their prevailing price would indicate. Unfortu- 
nately, many people find the yellow-green color less 
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by FREDERICK H. POUGH, Ph.D. 


Curator Geology and Mineralogy 
American Museum of Natural History 
Gem Consultant for JC-K 


attractive than that of some other green stones, so the 
demand has never exceeded the supply so as to greatly 
affect the price. Large stones are relatively rare, the 
largest is said to be one of 193 carats that was once one 
of the Russian Crown jewels. 

The mineral has several names, olivine as a group 
name was proposed by Abraham Gottlob Werner (1750- 
1817), who is generally considered one of the first min- 
eralogists. Chrysolite, the term for the iron bearing 
magnesium silicate, is an an ancient Greek name for 4 
golden stone, and Pliny probably included several gems 
under this name. Chrysolite is sometimes used as & 
modifier, as chrysolite chrysoberyl, but this usage is cer- 
tainly unwieldy and not desirable. On the other hand, 
Pliny’s topazius was surely this gem, for his description 
of the occurrences admits of no doubt that it is St, 


John’s Island that he -is describing. 
(Please turn to page 210) 
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VIRGO 
the Virgin 


Fase % oO The sign of the Zodiac for August 
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For August PERIDOT/ 
\ ' 


5 


The Peridot, birthstone for August 
symbol for friendship. At Stone 
Headquarters, whether you buy Peridé 
or other precious and semi-precious stones, 


you can be sure that friendship is + 









always included in the sale. 





” § NATHAN & CO, INC. 


610 Fifth Ave. New York 20, N. Y. 
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The Diamond Industry in 1944 


First of two parts of a digest of the 20th annual review of the 


diamond industry by Mr. Ball, diamond consultant for JC-K. 


Entire text of report will seon be available in booklet form. 


by SYDNEY H. BALL 


Of Rogers, Mayer and Ball, N. Y. 
Diamond Consultant for JC-K 


. ‘Gidbod FORTY-FOUR, while scarcely as 
outstanding a year in the diamond industry as 
1943, was a most prosperous one. Sales of rough were 
large, although less as to both gem grades and indus- 
trials than in the preceding year. Stocks continued to 
decrease. Indeed, consumption of both classes of dia- 
monds exceeds present production and will presumably 
be only partly alleviated by contemplated increases in 
output. 

The 1944 diamond production (both gem and indus- 
trial stones) approximated 11,400,000 carats (5026 
pounds), worth some $40,000,000. Of this, 4021 pounds 
were industrial and 1005 pounds gem stones. In com- 
parison with 1943, production gained 36 per cent by 
weight and 38 per cent by value. 

As in 1943, cutting was widely dispersed over the 
world, but toward the end of 1944 the cutting industry 


176 


in Belgium began to revive. This is welcomed by all in 
the trade, as it can only result in an enlarged demand 
for rough and an adequate supply of melee at reasonable 
prices. 

The miner of diamonds faces the future with more 


optimism than his confrere who produces base metals. } 


During the war, the capacity of diamond mining plants 
was but little increased. The postwar demand for both 


industrials and gem stones is expected to be large, } 


though, of course, less than that of the war years. 


The future of the industry appears secure. Stocks are f 


small and those of certain grades non-existent. The it 
dustry is capably managed. The producer will have two 
articles to sell, gem stones and industrials, and the ft- 
ture demand for both will presumably be satisfactory. 
During the war, the financial position of all producers 
has been greatly strengthened. Lean years, if they come, 
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De Bice Consatidated Mise 





A. the bright symbol of a faithful. promise, 


the engagement diamond is a lifelong inspi- 


ration. In the expanded national advertising 
campaign that. is working in your interests, 
; : this special significance of the diamond is 
P | dramatically emphasized through a total of 
cm | 138,906,257 messages in the country’s lead- 
¢| ing magazines. De Beers Consolidated 
; Mines, Ltd., and Associated Companies. 
; 
; 
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can therefore be faced more confidently than previously. 


ROUGH MARKET 


The Diamond Corp. purchases in normal times about 95 per 
cent of the world’s diamond production, in dollar value, while 
its subsidiary, the Diamond Trading Co., sells the rough stones 
to brokers and cutters. The Diamond Corp. has £5,000,000 of 
ordinary shares, DeBeers, it is understood, owning 80 per cent 
and Consolidated Diamond Mines of South-West Africa 20 
per cent. In 1943 the Corporation redeemed the last of its 
debentures. During the past decade it had redeemed £10,000,- 
000, relieving itself of an annual interest charge of £500,000. 
The Diamond Trading Co.’s total capital is invested in rough 
‘diamonds and as sales are made, the equivalent money is 
reinvested in rough. Its capital is £3,000,000. The Corpora- 
tion issues a report only to its shareholders, but in good years 
pays handsome dividends (1943, Diamond Corporation 10 per 
cent and Diamond Trading Co. 12% per cent). “Outside” 
diamonds (those not controlled by the Diamond Corp., con- 
sisting in part of the production of Brazil, British Guiana, 
Venezuela and South Africa alluvial), due to the war stimula- 
tion, were readily sold, much of Brazil’s production and part 
of Venezuela’s being taken by the United States Government 
for at least most of 1944. In 1944 due to direct purchases at 
high prices by the United States Government of the South 
American production, the Corporation’s percentage is less than 
the 95 per cent mentioned above. 


The Diamond Trading Co. has two offices, one in London, 
where sights are held normally every two weeks, and the 
Kimberley office (Dutoitspan Raad), where the interval be- 
tween sights is longer. The latter is the main office of the 
company, although its chief function is to supply the demand 
of South African cutters and industry, and to ship the remain- 
ing diamonds to the London office. 

In mid-1942 the Diamond Trading Co. was put under the 
orders of the Diamond Controller, C. H. Rodwell, thus reliev- 
ing the company of the embarrassment of deciding in wartime 
to whom stones should be sold. He named eight firms as 
“secondary distributors.” These latter must list those agents 
and customers Who sell to the retail trade. If such customers 
are not on the approved list of the Control, its sanction must be 
obtained before a sale is made. Both the secondary distributor 
and the customers must report all sales monthly; sales can be 
made only to cutters approved by the Board of Trade. All 
exports are licensed by the Controller, the Board of Trade 


= Licensing Board, and the Ministry of Economic War- 
are. 


Notwithstanding the fact that the war shut down the Low 
Countries’ cutting industry, the sales of the Diamond Corp. 
eens increased from 1988 to 1948; then in 1944 de- 
creased. 


; Hg following table shows recent annual sales by the Trad- 
ing Co.: 


1984 
1935 
1936 
1937 
1988 
1939 
1940 
1941 -, 


£3,719,242 
6,235,080 
8,456,673 
9,151,205 
3,673,934. 
5,865,000 
6,144,314 ; 
7,414,420 (cnttables £5,500,000; indust. £2,000,000) 
1942 10,694,671 ( " 6,250,000; “ 4,240,000 ) 
1943 120,400,684  ( 14,978,000; “ 5,428,000 ) 
1944 est. 17,000,000 + ( = 18,000,000; 4,000,000) 


Nineteen forty-three sales made heavy inroads into the 
stocks .of. the Diamond Corp. ‘Except for. two classes of stones, 
stocks were approaching exhaustion: industrial stones (espe- 
cially bort), held in Canada at the request of the United 
Nations, and “Antwerp” qualities. The latter are being held 
as reserve to assist in reviving the Belgian cutting industry. 
Further, the Belgian Congo producers are not selling their gem 
stones, stocking them against the day when the Belgian cut- 
ting industry-is re-established. Not only have the. Corpora- 
tion’s stocks been reduced, but also those of all major pro- 
ducers. 


In 1948, sales were at an all-time high. Of the 1943 sales, 
about £5,500,000, or 27 per cent, were industrials (in 1942, 
almost 40 per cent). Ten years ago sales of industrials were 
negligible; since 1940, sales of industrials have increased 314 
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times. ‘The expanding use of industrials gives a stability a 
the diamond industry which it did not have a decade BM 
1943, compared to 1942, cuttables showed a gain in value of | 
138 per cent and industrials of-29 per cent. oe 
The price of fine cuttable rough was increased several tima 
during 1944, although there was no increase in the price of 
industrials. In 1942-4, the price of gem rough was increas 
about as follows: fine cuttables over a. carat, 85 
more; the same, three-quarters to one-half of a carat, 50 pe 
cent; one-half to one-quarter of a carat and cleavages, 
25 per cent, and melee about 20 per cent. 


In 1944, the first sight of the year was held from March 9% | 
81. Only £1,200,000 worth of gem goods were available, ah” 
though ‘applications were made for a considerably - 
quantity. The buyers were, in consequence, rationed. The 
short supply was due to the priority given industrials for way | 
use and a consequent shortage of sorters for gem goods, 
cause of the latter condition, the sorting was less exact 
usual, # 
A further £1,000,000 were sold at sights later in the month” 
and early in April. 

At the March 30 sight of-melees and Dutoitspan sizes, pric 
of half-carat sizes and upward were higher. 

These sales, together with supplying the United Natic 
munitions plants with industrials (these are not sold at sig 
now), brought the first quarter’s sales to some £5,000,000, - 

Sales were held for the five days May 4 to 8. Sales were 
to be from £1,500,000 to £2,000,000. 

Sales for the first half of 1944 were reported to be £10,528- 
270, or within one per cent of those of the corresponding 
period in 1943. Industrials are said to have accounted for 20) | 


per cent of the money value. 3 
At the sights held late in July, the price of rough “ 
and “crinkles,” fine goods, was five per cent higher. 
volume was off appreciably. : 
At the sights beginning September 7, 1944, there was com: 
paratively ithe dened and the sales volume was small. Pur 
chasés by Americans were small as they not only had a fair 
stock on hand, but distrusted the immediate market outlook. — 
It was then believed by many that the revival of the Antwerp © 
market was merely a question of weeks or at most a month or 
two. a 
“At the sights beginning November 21, applications totaled ~ 
over £4,000,000, although only some £2,000,000 worth of © 
stones were available. In consequence of the insistent demand,” 
rumor had it that the Trading Company would increase prices 
for rough of one carat or more at its next sight in January,” 
* Sales for 1944 were a little over £17,000,000, a total only” 
exceeded in 1943. 24 per cent were those of industrials, 
After the war, the sales of industrials will presumably 
decrease, but it is believed their use in industry is too neces 
saty for sales to slump badly. There should be a reasonably” 
demand. for gem stones. The lush years of the war may, 
well be over, but rough diamond sales should, on the av 
be satisfactory. : 





RETAIL TRADE IN UNITED STATES — -. 


The United States has never been so diamond conscious a) 
it is today. Sales of diamonds by retailers in 1943 are reportes 
by one agency at $276,000,000 and 1944 sales were presumabll 
slightly greater. Retail diamond sales in the United St 
have doubled since the war began. : 

While most sales are of popular priced diamonds, some items 
running into the tens of thousands of dollars were disposed 0” 
Such sales, however, are today relatively fewer than they 
in the lush second decade of the century. 


The American market started the year-firm, with dem 
good; indeed, sales for the first quarter were probably an al 
time record. Early in the year, fine stones from three-quart 
of a carat up were very firm in price and were not in 
supply. The price of smaller stones was also firm, in Syme . 
pathy—particularly as the imports from Cuba and Palestine) 
fell off, due to lack of rough in those cutting centers. 
American cutters in April were somewhat short of rough 
although important shipments were received early in May, 

A check now, for the first year available on the activity 
of the diamond market in the United States, is the publicat 
of the number of “weighings” at the New York Diamons 
Dealers Club. These figures cover the transactions of 100 

(Please turn to page 224) * 
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in all the world 


\e 
Uo 


LAU 
Vu 
ame Compelling magazine ads 
like the one shown, running 


No girl so lovely in : 
his eyes ... so thrill- month after month . . , designed 


ing in his arms... @s you, 
the sum of all his dreams, the ‘ponerse lite bate ease 


to bring more diamond cus- 


other half of all his plans. 
Dynamic displays to convert 


_ window shoppers into spenders! 


And for your engage- 


ment solitaire ..% 


Sales-building, prestige- 
building newspaper mats to sell 
your store as diamond headquar- 
ters in the community. 


Convincing counter give- 


: : 40 EXTp . aways, silent-salesmen that really 
| Re do a selling job! 


FANTASY... $100.00 Striking spot radio commer- 


Wee as cials that bring quick results! 


It's a Multi-Facet . 
Diamond. No other Modern merchandising 
diamond has the same breath- ‘methods that make diamond sell- 
taking beauty, the same wonderful re ing far easier than you ever be- 


brilliance .. for no other diamond has metopy ... $225.00 aoe ible! 
forty extra facets around the “edding Band . $67.50 


“equator” of the stone. SE is _ Jewelers everywhere who feature 
These extra facets (exclusive with iS me =~ Multi-Facet diamond rings say... 


Multi-Facet) add undreamed-of loveliness, 


intensify the color, make the diamond q T H E T R E N D | S T 0 


look larger than it is. Help OVERTURE... $350.00 
cena Wedding Band : . $75.00 «+ = 
prevent chipping, too. "4 


Ask your jeweler to show you Multi-Facet, 
the newest, most brilliant fashion 


in engagement rings. ; DIAMOND $ 


Other Styles — $75 to $7500 
All prices include Federal Tox 
Rings Enlarged to Show Detail 


fe M< 
rd DIAMOND | 
ein SOLITAIRES 
DIAMOND CRAFT OF AMERICA «+ 551 FIFTH AVENUE, NEW YORK 17,N. Y. 


Roselaar Multi-Facet Diamond Co. . 


4 Generations of Diamond Cutters 


Four Generations of Diamond Cutters 
551 Fifth Avenue, New York, N. Y. 


Pat. and Reg. in U.S. & Foreign Countries. 
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Emphasis On 


Expert Service 


by ETHEL CORBITT PITKIN 





Typical of Mr. Schmidt's publicity 
campaign on his expert qualifica- 
tions.as'a watchmaker and gem- 
ologist are these two announce- 
ments that he sent out to his cus- 
tomers and the one-column news- 
paper ad that he uses regularly. 










Set in Gold of Platinum 
Prices Begin at $60 















W.°SCHMIDT, owner and manager of the 
@ jewelry store bearing his name at 10 N. 21st 
Ave., W., Duluth, Minn., does not believe in hiding his 
light under a bushel. Instead, he holds it high to guide 
customers and prospective customers into his store. The 
“light” is theofficial recognition which he has earned by 
his professional qualifications and uses to the utmost in 
building his business. 

Third generation of his family to be a watchmaker, 
Mr. Schinidt learned his trade in Germany, gained fur- 
ther experience working in various parts of this country 
and established his own business in 1940. 

To assure prospective customers of the fact that in his 
store they would receive expert service,. Mr. Schmidt 
took and sucessfully passed the examination which gave 
him the. title of ‘certified watchmaker” issued by the 
Horological Institute in conjunction with the U. S. 
Bureau of Standards. 

To add further to his prestige, and to further his cam- 
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Certified watchmaker and registered 7 
jeweler, H. W. Schmidt lets his cus 


know they'll get the best in service. 





paign to convince customers that they could place rel” 
ance in him, Mr. Schmidt spent months in special study 
and research in precious metals, jewelry and silverware 

and especially in gemology, acquiring knoweldge of 

grades, qualities and varieties of diamonds and other 

gems, and was awarded the title of Registered Jeweler 

of the American Gem Society. 

Both of these certificates of merit have been persis- 
tently featured to build store prestige. When each was 
received, Mr. Schmidt sent the announcements, repro- 
duced herewith to the approximately 7000 persons on 
his mailing list—including all of the names compiled 
from accounts and from repair work done by the store. 
In advertisements he continually calls attention to the 
fact that he is a Registered Jeweler, or a Certified 
Watchmaker. People respect such honors; they feel con- 
fidence in the man who has earned them. 

Advertisements, too, are used to convey the informa-— 

(Please turn to page 226) 
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FOR 


Svery diamond set in our jewelry is cut in our own . 


modern Cuutti ng Factory 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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Gem Production and Imports in 1944 


Imports of precious and semi-precious stones last year amounted 


to $77,529,806. Only decrease shown in cut gem diamonds but this 


was made up by gain in importation of rough for cutting in U. S. A. 


OLLAR value of U..S. imports of precious and 

semi-precious stones in 1944- totaled $77,529,806 
—an increase of $5,413,133, or 7.5 per cent over the 
1943 figure of $72,116,673, according to figures just 
released by the U. S. Department of Commerce. 

The increase was shared in by nearly all classés of 
goods except cut diamonds of jewelry quality whose 
imports dropped from 193,701 carats, valued at $31,- 
458,089 in 1943, to 169,097 carats priced at $29,263,121 
in 1944, a decrease of 12.7 per cent in weight and 6.1 
per cent in dollar volume. However, this drop in cut 
goods was more than made up by the gain in importation 
of diamond rough for polishing in this country, the 
weight increasing by 145,307 carats from 751,240 to 
896,547; and the value by six million dollars—from 
$37,443,240 to $43,445,219. 


Other stones which showed marked increases j 
ports were emeralds, precious and semi-precious eol 
stones, synthetics, imitations, and pearls. Cultured j 
imports, though showing a gain from the practical 4 
figures of the preceding two years still was neglig 
amounting to only $15,394 or about 3 per cent of pre 
volume, and presumably represented personal posse 
of consumers. ; 

Marcasites were the only stones, except polished 4 
monds, to show a decrease, dropping from 
worth to $84,828. S 

The complete table of comparative figures for I 
and 1943 is shown below. e 

Domestic production of gemstones fell off subst 
tially according to data compiled by the Bureaw 

(Please turn to page 228) q 
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Precious and semiprecious stones (exclusive of industrial diamonds) imported for consumption in the United = 
States, 1943-44 : 





Commodity 





Diamonds: 
Rough or uneut (suitable for cutting into gem stones), duty free 
Cut but unset, suitable for jewelry, dutiable 


Emeralds: 
Rough or uncut, free 
Cut but not set, dutiable 


Pearls and parts, not strung or set, dutiable: 
Natural 


Other. precious and semiprecious stones: 
Rough or uncut, free 
Cut but not set, dutiable. . 
Imitation, except opaque, dutiable, not cut or faceted . 


Cut or faceted: 


Imitation opaque, including imitation pearls, dutiable 
Marcasites, dutiable; Real 


$43,445,219 © 
29 263, 121 


751, 240 
193 , 701 


$37, 443 , 240 
31, 458 , 089 


896, 547 
169,097 


248 , 966 1,668 
32,508 8 , 666 81,233 


167 , 284 242,221 
107 15,394 


105, 401 
3,725,453 
14,550 


47.726 
2,590,931 
2,621 


503, 718 
23 , 887 


167, 166 
102,450 


23, 113 
84,828 


96, 154 





77,529 , 806 





72,116,673 
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tance MARSA 


Mag na-Cut- 


102 FACET DIAMONDS’ 


This patented method of cutting 61 facets above and 41 
facets below the girdle, ina new and unique design, has re- 


sulted in a diamond of exceptional brilliance and rare beauty. 


MAX FINE & SONS, Ine. 


Established 1890 


20 West 47th Street, New York 19, N. Y. - 29 East Madison Street, Chicago, Ill. 


‘PATENTED 
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HE store of tomorrow is seen in thé store of today, 
recently opened by Blanchard’s, in Denver, Colo.— 
the first completely new jewelry store in the city since 
Pearl Harbor. Ae 
_ Located at 434 Sixteenth Street, near the heart of 
downtown Denver, the store won instant favor with 
‘Denyer shoppers because of its unusual front, the ex- 
Aerior picture-frame cases and complete visibility of its 
intérior from the sidewalk. 

Unusual, too, is the fact that it is finished in distinctly 









by GEORGE FELTNER 


Interior gets plenty of natural 
light from the wide plate glass 
windows of entrance. Note the 
unusual display counters with 
sides sloping in from top, per- 
mitting customers to stand close 
to counter when inspecting wares. 


: Styled For 
Tomorrow 






facturer, opens ultra-modern 


store in Denver. Considers it an 


em 


investment in the future. 





Wide angle entrance of unusual store front 
takes full advantage of sidewalk traffic. 


unusual pre-war style. There is nothing in the store that 
even resembles substitute, wartime material. 

“We were unusually fortunate,” admits Clyde W. 
Blanehard, owner and manager, “in being able to get the 
material we did. We made the plans and obtained the 
necessary releases on all the material in those optimistic 
days of last September when leading military authorities 
had assured us that Victory was just a matter of week 
away. Restrictions were eased just as we put into 0 





(Please turn to page 228) 
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YOU can attain the enviable position 
of THE Diamond Merchant in Your City 


Magic @aitele Diamond dealers are known as leaders in 
their field. This is because they are progressive and 
are able to offer superior merchandise at no greater 
cost than the regular type. 


TheWagic Encl Diamond has a fine polished girdle— 
4 not thick, not flat. The sales appeal is unquestioned 
gs as customers notice the superior quality immediately. 


. Magic Circle Diamonds are sold only in one quality—the FINEST 









Peek 


eg U.S. Pat. Office 





Exclusive agencies are now being offered. YOU can be 
THE Diamond Merchant in your city. Your further 
inquiry is solicited. Act quickly and increase your sales 


Write Now 
for further 
Details 







RUDOLPH DEUTSCH COMPANY: CLEVELAND 15, OHIO 


Hh «FoR Aucust, 1945 











issued in June, 1945, in conjunction with its current ; 


study of wages and working conditions in the U. 8. and Porto Rico. 


| | N connection with the study it is conducting of wages 
and working conditions in Porto Rico, the Wage 
and Hour Division of the U. S. Dept. of Labor has 
made a survey of the diamond cutting industry in this 
country and Porto Rico, which sets forth some hitherto 
unpublished data of considerable interest to the jew- 
elry industry. Its highlights are presented here: 


NUMBER OF ESTABLISHMENTS 


According to the War Production Board there are at 
present approximately 300 gem diamond cutting plants 
in continental United States, 291 of which are located 
in New York City. This number compares with 47 such 
plants reported by the Bureau of the Census as being 
in operation in continental United States in 1939. 

Seven diamond cutting plants are operating in Porto 
Rico, of which all but one were established after the 
outbreak of the war in Europe. At least five of these 
plants are owned by firms with head offices in New 
York City. 


NUMBER OF WORKERS 


No data are available as to exactly how many workers 
are currently employed in the industry in continental 
United States. However, estimates from trade sources 
place the number of workers employed in this industry 
at over 5,000. This number represents more than a 
sixfold increase in the number of workers employed in 
the industry prior to the outbreak of the war. 


PRINCIPAL COUNTRIES OF ORIGIN 


Until recently, by far the principal source of United 
States imports of cut but unset diamonds was Belgium. 
From 1929 to 1941, the share of this country in the total 
quantity of cut but unset diamonds imported into the 
United States varied from a low of 48.1 per cent in 1929 
to a high of 84,1 per cent in 1988. However, follow- 
ing the invasion of that country by the Germans in 
1940, Belgium became a negligible factor in the Ameri- 
can cut but unset diamond market. United States im- 
ports from this country dropped sharply from 242,326 
“ earats, valued at $15,138,000, in 1940 to 5,516 carats, 
valued at $798,000 in 1943. 


‘The next and only other major pre-war source of 
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The Diamond Cutting Industry 


* 
5, 
4 
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An extract from a report by the U. 8S. Department of Labor, he 


United States imports of cut but unset diamonds was 
the Netherlands. From 1929 to 1939 the share of this 
country in the total quantity of cut but unset diamonds 
imported into the United States has varied from a loy 
of 15.2 per cent in 1938 to a high of 43.1 per cent i 
1929. However, since its invasion by the German Reich 
in the spring of 1940, the Netherlands, like Belgium, 
became a negligible factor in the American cut but unset 
diamond market. United States imports of this com- 
modity from this country fell sharply from 77,422 
carats, valued at $4,454,000, in 1939 to 34,309 carats, 
valued at $2,307,000, in 1940 and 569 carats, valued 
at $122,000, in 1943. 

Since the outbreak of the war and especially since 
the entry of the United States into the war, the place 
of Belgium and the Netherlands as the principal sources 
of United States imports of cut but unset diamonds has 
been taken by the United Kingdom, the Union of South 
Africa, Palestine, Brazil and Cuba. In 1943 these five 
countries combined accounted for over 95.0 per cent of 
both the quantity and value of all cut but unset dix 
monds imported into the United States. In that year 
the share of each of these countries in the total quam 
tity of such imports varied from a low of 12.3 per cent 
for Cuba to a high of 28.3 per cent for Palestine. Simi 
lar data for 1944 are available only for Cuba and Brazil, 
In 1944 Cuba’s share in the quantity and value of all cut 
but unset diamonds imported into the United States was 
26.0 per cent and 23.1 per cent, respectively, while that 
of Brazil was 14.9 per cent and 14.4 per cent. 















IMPORTS OF CUT BUT UNSET DIAMONDS 





Over three-fourths of the total quantity and value of, 
cut but unset diamonds imported into the United Stat 
from 1936 to 1940 were small diamonds weighing one 
tenth of a carat or less each. Except in 1940, duria 
which year 40 per cent of the quantity and 46 per 
of the value of all large diamonds imported into 
United States originated in the Union of South Afri 
the major. portion of both large and small . diamond 
imported into the United States during the. five-yeat 
period under consideration came from Belgium. Ne 
similar breakdown of data is available for years oth 
than those from 1936 to 1940. 4 

(Please turn to page 234) 
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BRACELETS 
BROOCHES 
EARRINGS 
PENDANTS 
LOCKETS 
RINGS 

LINK BUTTONS 





Fine Creations of 
the Jeweler’s Art 
wrought in Gold 





SINCE 1902 


Somer -Eunt ECo., Ine. 


MANUFACTURERS 


oa —60Ult(“(<(iéiL Se 


DIAMOND IMPORTERS 
42 WEST 48th STREET NEW YORK 19, N. Y. 
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New Find of Lapis Lazuli 





First deposit of gem quality material 


in North America, discovered in Cole 


by THOMAS G. SPRING”E -« 


pees 


Site of the dis- 
covery on Italian 
Mountain, near 
Crested Butte. 


APIS lazuli, precious stone of the ancients. What a 
name té conjure with! Theophrastus, the ancient 
Greek philosopher, described it as a gem sprinkled with 
gold. Ages before the exodus of the Jews these blue gem 
stones from Lazul in Badhakshan were brought on long 
caravan journeys to gladden the hearts of the Pharaohs. 
Many Egyptian ornaments containing specimens of this 
rare stone lave been found during the excavation of an- 
cient ruins. And still today Afghan vendors, squatting 
in their stalls in the market places, offer fine specimens 
of lapis lazuli. 
It is a mineral possessing a fine azure blue color. In 
* fact, it was incorrectly called a sapphire by classic writ- 
rs. Pliny refers to one variety of “sapphirus” as “being 
spotted with gold.” He undoubtedly referred to lapis. 
Tn the Bible, this sentence from the book of Job prob- 
ably alludes to this same quality, “The stones of it are 
and it hath a dust of gold.” — 
$ “Of all the blue stones known in ancient times,” says 
G: F. Herbert Smith in Gemstones, the lovely stone 
which today is known as lapis lazuli stood in highest 
‘esteem and. was used for all kinds of. ornamental and 
decorative purposes, such as amulets, vases, boxes, etc.” 
'* Inthe Middle Ages, lapis lazuli was worth its weight 
Ain gold, as it was then the only source of a rare ultra- 
marine: ‘blue which artists needed for fine paintings. The 
‘glorious blues in the works of the old masters owe their 
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The Gold Star Mine at Italian Mounie : 
was near here that the lapis lazuli was fo 


Figure done | 
native lapis le 
by student 
Colorado & 
lege, Cole 
Springs. 


magnificent color to the lapis lazuli which was ground 
to power to furnish the base for these blue pigments, ~ 
Until a short time ago, about the only known source 
of lapis laguli were the high Andes of Chile, the Hime 
layas which border on Tibet and the Lake Baikal regio? 
in Siberia, But just recently, Carl Anderson, a veterat 
prospector, while prospecting on the.slopes of Italian 
Mountain, which is located near Crested Butte, Cold, 
came upon a protruding shoulder of rock which had beet 
chipped by a rolling: boulder from the slopes above. The 
(Please turn to page 229) . 
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Imperial Gold Jewelry ? 
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10K gold earrings in eight charm- 


Bewknot Jewelry shown %4 actual size 
ing designs at sensational prices 


.. . $48 per dozen pairs. 


Net Cost 


10K. Gold Bowknot Pin and Earrings 


13/L Large earrings ORIG 

13/S Small earrings ..............$ 6.00 

3 Bowknot pin ................ $17.50 
Net Cost 


IMPERIAL PEARL SYNDICATE 


607 FIFTH AVENUE 
NEW YORK 17, N. Y. 


5 N. WABASH AVENUE 607 HILL STREET 
CHICAGO 2, ILL. LOS ANGELES 14, CALIF. 
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Training Plan For New Personn 


L. D. Helfer, Pittsburgh, Pa., has plan whereby returning veterans 
whe elect te enter retail jewelry field can be trained while they 
work, benefiting both themselves as well as the store owner. 


























PPER MOST problem in the minds of all citizemis 
/ at Present revolves about the readjustment ef the 
returning veteran to the national economy. . 

What in the jeweler do to aidiim this necessary re- 
establishment of yoting men whose education, career, 
even personal ambitions, have been abruptly halted by 
the cruel urgencies of, war? 

A goncrete plan “hasbeen suggested by one trade 
leader; Leonard D. Helfer, Pittsburgh jeweler and pres- 
ident of the Pennsylvania Retail Jewelers’ Association. 
His plan is one that can be put into immediate use. He 
has discussed it with Veterans’ Administration officials 
and they have assured him that it is feasible under the 
existing legislation and a Weleome.contribtitién to plans 
for jobs for veterans. Its immediate objective, and one 
that its originator believes is a very conservative one—is 
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Many soldiers will seek employment in retail fields. 
‘ 


4000 jobs for veterans in the jewelry trade in Penns} 
vania alone. 

Under the veterans’ vocational training program, 
veteran may train for a trade or profession while ea 
ing a wage? The Veterans’ Administration sees that } 
is paid the difference betwen what he receives from 
employer while learning and the income he will receit 
when fully qualified for his job. 

Mr. Helfer points out that many soldiers are form 
white collar workers who might legitimately seek ef 
ployment in retail fields. The idea has boundless poss 
bilities. There is no reason why it could not be appl 
in any number of specialized retail fields. 

In the jewelry: ttddejthe training program would 
of benefit not only to the veterans but to many jewelet 

(Please turn to page 280) 
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SUPERB QUALITY AT THE LOWEST POSSIBLE PRICE 
Chase Rand tmports the rough diamonds directly trom London and 
expertly cuts them to precise scientific proportions to assure 
maximum brillianey 

For the past ‘three generations, we have been recognized as 

icaders in the diamond industry. Our thorough, accuniulated 

expert knowledge of rough diamonds, coupled with our Ba. 
vast experience of scientific cutting of the rough into 
scintillating Gems — enables us, Mr. Jeweler, TO 
EFFECT GREAT SAVINGS WHICH WE PASS 

ON TOYOU, BRINGING YOU ADDITIONAL 

PROFITS. CHASE RAND’S Mountings are 


unequalled in quality and Fashion 


appeal. Write for latest Market es 
letter and detailed Price list. : Ln a 
Memorandum. selection 2 
Cheerfully Sent. 


CHASE RAND CORP. 


Importers and cutters of diamonds 


4 WEST 48TH STREET ae FOR0 Navan ie)1 ella 


| "a janond Rush = 
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Builds Trade 


by ELSIE NEWBY WEISS 


Special order work is done in the repair 

shop above the jewelry store, the front of) 
‘ which is shown at left, Below, David Pai- 
let and Charles Penedo, second and third 

from left, work along with their employes, ~ 


On Individualized Service 


cartoonists today, but Pailet and Penedo, New 
Orleans jewélers, are building their business reputation 
on those things. The result, they believe, is that they 
will be able to keep more of the war trade than a lot of 
firms who are letting themselves be carried along the 
flood tide of war pressure. 

‘Pailet and Penedo offer the customer ‘a complete ser- 
viee in custom designed and custom made jewelry—from 
time out for advice, to making any article the customer 
wants if it is not already in stock. They have promoted 
the ‘service theme emphatically throughout. 

David J. Pailet and Charles Penedo, owners, act as 
liaisons between the sales counters and the special order 
shop where four men and a woman execute the special 
order work that is the store’s specialty. The shop is lo- 
_cated on the store premises, thus avoiding the hiatus that 
too often prevails between the customer and work shop. 
The customer can be told almost exactly the time his job 
will be ready instead of a rough estimate. 

Each of the workmen has complete facilities for doing 


| eae and courteous service are things to inspire 
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any type work in the special order department. In@ 
tion to the artisans in the shop, eight elderly men hi 
been employed by Pailet and Penedo for a number 
years who work at home making bracelets, necklaces a 
men’s and women’s rings with tools furnished by @ 
company. Says Mr. Pailet, “These men do much bell 
work because they are not tired from riding the bust 
and streetcars by the time they arrive and are not) 
likely to be ill. Another advantage is that a man @ 
work when he feels up to it and will not lose a whole @ 
as he would if he had to come to the store.” 4 
Another shop is located on another floor of the buil 
ing where the jewelry shop is located. Here 15 @ 
engrave jewelry and repair watches. . 
“We believe that to accumulate a small profit # 
good will is better business than making an immed 
war size profit,’ Mr, Pailet said. ‘That is the reas 
for buying only the best diamonds in spite of the fa 
may lose customers who want an inexpensive flag 
stone.” ; 
(Please turn to page 282) 
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FIRST CHOICE OF  . 


LEADING RING .— 





SS OVAL MANUFACTURING CO. - 
IRUE COLOR. GEM-LIKE, GLASS STONES OVAL IMPORTING CO. Inc. - 
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As the best medium of consumer education, retailers are asked to. 
help speed gifts to service men by telling customers how to wrap 
and address overseas packages. Mailing period Sept. 15 to Oct. 15. 


NCE again, Christmas, 1945, will see millions of 

American soldiers, sailors and marines outside of 
the. country with the only bright spot to set this day 
apart from the other 365 days in the year, being a pack- 
age from family and friends at home. Fully aware of 
the morale value of this, the Army and Navy and Post 
Office do everything in their power to assure the safe 
and timely arrival of Christmas mail. Their task is a 
big one and.can only be accomplished with the full co- 
operation and assistance of the homefront. 

Last year, some 85 million Christmas gift packages 
were mailed overseas. Many of these could not be de- 
livered or arrived hopelessly late because the people who 
sent them selected gifts unwisely, wrapped their gifts 
insecurely, used incomplete addresses, or failed to mail 
them on time. Victory in Europe does not solve the 
wast problems of the Army and Navy postal systems, but 
‘will actually aggravate many difficulties. In addition to 
the men already in the Pacific area, many thousands of 
those on the European front will, by Christmas time, be 
shifted to the Asiatic theater. This shifting of men and 
necessary materials requires vast amounts of shipping 
space, leaving less room for mail. Then, too, packages 
and letters will have to travel far greater distances than 
they did to Europe as we draw nearer to Japan. 

This year, Christmas gift packages going to army per- 
sonnel overseas must (and the must is absolute) be 
mailed between September 15 and October 15, prefer- 
ably before the end of September. For navy personnel, 
they should be mailed within this period so as to have 
the best chance of arriving on time for Christmas. 





RETAILER BEST MEDIUM OF EDUCATION 


Probably the best medium of consumer education in 
the selection, addressing, wrapping and mailing of gift 
packages is the retailer, through his window and adver- 
-tising promotion, and customer contact. ‘To better help 
him do his part in assuring the safe delivery of pack- 
ages to the men overseas, the following information 
provided by the “American Retail Federation is pre- 
sented. - 

» / First. consideration is the selection of gifts. Gifts 
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fe 

unwisely sélected represent a tremendous waste of 
energy, time and money. The fragile, perishable sit, 
when subjected to the unpredictable conditions of over” 
seas mail delivery in wartime, not only disappoints the 
man who receives it, but may actually damage other 
presents. _ When boxes of melted chocolates and moldy” 
fruit break open, they damage parcels containing books, 
magazines and items of clothing, etc., which otherwise 
would have reached their destination in good condition, | 
Surveys have been made among the men overseas we 
strongly voiced what they do and do not want. Reports” at 
strongly favor the jewelry store as gift headquarters 
for wanted items, among them being service watches, | — 
pens, engraved identification bracelets, waterproof wal } — 
lets and cigarette lighters. Other wanted items are 
canned luxury foods (olives, nuts, sardines, etc.), books,” 
writing paper portfolios and pipes. Foremost among — § 
the ‘do not wants” are cakes, soft candies, cookies, 
cigarettes, and fancy toilet kits. Items which should not 
be sent under any circumstances, as they are strictly” 
prohibited, are: Perishable foods, intoxicants, weapons | 
of any kind, poisons, and all inflammable materials, in- 
cluding matches and lighter fluids. i 
z 
















GREAT CARE NECESSARY IN WRAPPING GIFTS 






In wrapping the gift, great care must be exercised, 
for before the package reaches its destination, it will” 
have to stand up under much handling, cramping and 
other hazards of wartime travel. Gift packages, there 
fore, should be packed and wrapped securely in a sturdy” 
box; boxes for overseas transmission should be sturdier 
than containers for parcels which do not leave the” 
United States. Because of the great distance these pack-" 
ages must be transported and the handling and stor ge 
they must undergo, it is absolutely necessary that ally 
articles for overseas be packed in boxes of metal, we ody 
solid fibre board, or strong, double-faced corrugated” 
fibreboard, that will stand up under the weight of at 
least 200 pounds. Shoe boxes should never be used. 

The War Production Board has approved manufac 
ture of boxes approximately 10 by 6 by 4 inches. in sime 

(Please turn to page 282) 
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PUBLICITY BOARD BEGINS SURVEY 


(From page 159) 


| the possession of the industry—and particularly not 
| known to the retailer. Then, we can build certain por- 
| tions of the ultimate program that may have regard to 
| advertising. that sells, atmospheres that inspire confi- 
dence, services that cause repeat business, ideas that 
}increase the jeweler’s stature in his community, and 
| ways and means of causing the public to want to spend 
| its money for jewelry in preference to other competing 
| articles or services. I think you will agree that this will 
begin to give us the proper navigating lights and buoys, 
‘to mark out the shoals and the reefs, which are neces- 
sary in an integrated public relations program for the 
retail jewelry outlets of the country. © 


STUDY OF RETAIL OUTLETS 


“The second job is the study of retail outlets. We set 

a great deal of store by this because we have found that 

} studies conducted for us in the past among retailers have 
‘turned up many blind spots in the retailer’s make-up, 
} which can be corrected once the effort is made. We think 
that we will be able to work out a ballot that will get the 

jewelers of the country to tell us what they think of as 
the elements most necessary in the successful operation 

of a retail store, the drawbacks, the things they think 
concerted industry action can accomplish, the things 
they find it hardest to convince the public about, the ac- 


Call on us for your needs. 


. estates consisting of 


LOUIS 


Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


We wish to notify the trade that we buy 
diamond mounted 
platinum and gold jewelry and colored stones. 


tivities in which they engage outside of jewelry (in op. 
der to attract attention to the jewelry business), the 
kinds of help they would most appreciate from magy. 
facturers or other branches of the industry in establish. 
ing their reputations or in moving their goods, the tq. 
sons they ascribe to public purchasing habits, the limit, 
they feel are imposed on their success (or, conversely, 
the lack of limitation) by certain factors such as neigh- 
borhood, amount of advertising done, amount of stog 
carried and other such practical business factors, 

“We feel that the public relations job ahead is ny 
merely that of interpreting the industry to the Publi, 
and the public to the industry, but also that of interpret. 
ing the industry to itself, so that the circle of unde. 
standing may become complete. Once we find out what 
the retailers think of these factors, how they act, and 
why they think and act the way they do, then we are 
better equipped to know what (if anything) has to be 
changed, and what elements present solid business foyp- 
dations, in giving the retailers a program they can help 
to carry out in order to get more people into more 
jewelry outlets to make more jewelry purchases. 

“A study of retail jewelry advertising in newspapers 
of representative cities is also a matter of importance, 
Much of the general public’s impression of jewelry, 
jewelry values, good and bad taste, stems from this ad- 
vertising. Magazine advertising, speaking generally, is 
high caliber and prestige-generating. It sets the tone, 
But magazines may not go as deep in any locality as do 
the local newspapers. We want to find out what local 
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| results because it knows exactly what needs to be done, 
| 
; and where, and how and why. 


sae 





| the customer wants to see, and’ presenting the 








| ter than anyone else, but you must be able to look at it 


or oil.) He can, if he is a successful sales person, go 


jewelry outlets are advertising, how they are advertising 
what impressions they are trying to create, whether th 
are likely to be creating good or harmful a 
The Institute, will analyze this advertising as part of its 
own studies aimed at getting more light on your prob- 
lems and giving guidance on what steps should be taken 
in dealing with these problems. We consider it an inte. 
gral part of\the job.” 


-_4 &@ reese sts a 


Armed with the facts—not guessés!—which this study 
will bring to‘light, the. industry-will no longer have to 
work on a’ “by guess and. by gosh” basis, but can carry 
on an intelligent, integrated cantpaign that will get real | ’S, 


The .results. of .the study will be awaited with eager 
interest. 


—_— TRAINING FOR POSITIVE SELLING 
“(From page 161) 
ever, if you have from three to 30 employees, I believe 


it can best be worked out by yourself and the sales per- 
‘sonnel. You are in position to know your business bet- 


eo to «ff =f © Sr S&S FSF & 


objectively. 


STORE MEETING SELLING CLINICS 


Begin with a sales meeting,” preferably held in the 
store after hours. In the first meeting, say, let the dia- 
mond salesman or manager of that department demon- 


strate his method of greeting a customer, finding what 


eee Ae oe a. 





dise in the most pleasing manner. (Do not confuse this 
with an ingratiating manner. Do not use the old soap, 


through his exact routine in so far as a cut and dried 
routine is practical. Demonstrate how he shows the item 
the customer asks to see. Then, if he has reason to be 
lieve the buyer is capable of buying better merchandise, 
how he builds up to the larger item without the shopper 
realizing that he is being sold “up.” Sound selling is 
vital, always. An oversold customer is a liability, just as 
is the customer who buys under pressure or misappre- 
hension. 


By letting someone else represent the shopper, he cat 
demonstrate his ability, gained through knowledge, of 
answering any question the shopper may ask. Answer it 
gladly and briefly as possible, but if he is on his toes he 
will answer most of these questions BEFORE the cus 
tomer thinks of them. The salesman must always out 
think the buyer. 


He never persuades the customer to buy. He nevet 
urges him to buy. Most of all, he certainly never begs 
him to buy. Instead he presents his goods in such & 
pleasing manner and with such obvious knowledge of his 
merchandise and its good points, that he makes the 
customer WANT what he has to sell. His statements até 
never negative, calling for negative answers. They ate 
positive, demanding positive answers. 

These things he instills in his sales force. Then r 
asks each one to present his own ideas and demonstra 
them in a similar fhanner. 
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: a For each of these meetings there is a, Master Critic 
- whose'duty it is to criticize each sales talk for its imper- 


' potions. He tears it down piece by piece, pointing out the 


"good points and the bad; he shows why certain points 
gre weak. He takes the strong points and shows how he 
might have built a better case for himself, Often by 
knowing what was wrong, corrections are easily made, 
whereas one might never discover within himself just 
what he was doing that was not right. 

“Yes, salesmen are made, not born. 


\SALESMEN CONTRIBUTE OWN IDEAS 


From week to week as the lessons in selling go on, 
each sales person is not only invited to contribute to the 
sessions, he is required to do so, He is invited to use his 
own ideas and initiative. He is never told that his ap- 

roach or technique are not good without being shown 
just why they are not good. Even then he is given a 
chance to defend his ideas if he still thinks they are 
good. Give him a trial and make him prove it. He may 
have something. Many of the things we have today are 
things that could not be made or could not be done until 
someone who didn’t know it couldn’t be done came along 
and did it. 

The “shopper” who works with the demonstrator on 
each item also plays an important part in this trial and 
error. He, most of all, is in position to know how con- 
vineing the sales talk may be. He knows whether the 
personality is developing as time goes on. If he has a 
keen ear, he knows a convincing sales talk from a hap- 
hazard, catch-as-catch-can kind of sales demonstration. 
He can keep it from becoming stereotyped or memorized. 
The least effective talk of all is one that is memorized 
and repeated. He asks questions about the merchandise 
that brings out the knowledge of the sales person. 


The things learned about selling and about merchan- 
dise itself will probably amaze you. And you must not 
overlook the point of teaching merchandise at the same 
time. As the “shopper” asks questions the new or inex- 
perienced will gradually come to realize that they do not 
know enough about what they are selling. Point out 
these shortcomings, too. Show them how more knowledge 
will often do the trick. Then show them how and where 
to get that knowledge. 

Carry these sales meetings right on through every 
single department until every sales person is familiar 
with everything he has to sell or everything he might be 
asked about in the store. When this is done you have 
sales people trained to meet the public. But you do not 
necessarily have a positive sales force. 


HOW POSITIVE WITHOUT BEING OFFENSIVE? 


How does it become positive without becoming of- 
fensive? 


That is a good question. Here is one answer. If your 
customer’s book has been properly kept during the war 
years, you now have hundreds of housewives and people 
who will be housewives as soon as their husbands return 
from the wars. They all are going to want silver, china, 
crystal, diamonds, watches, costume jewelry, handbags, 
pens and pencils and hundreds of other things which go 
into a comfortable post-war home. They are adding to 
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savings accounts and buying bonds now so they can have 
those things after victory. They are getting ready; are 
you? 

Positive selling might consist of going over your ligt 
of war brides—the number is increasing every day—anq 
check on their patterns of home furnishings. Check their 
stocks against what they are going to want. It need not 
be a request for an order. It can be a routine check-yp 
so you may make your post-war plans accordingly, Mog 
of them will appreciate your interest and will probably 
want to place orders immediately for their needs. Eyen 
if they do not, you will get a pretty good lineup on just 
what you are going to be able to sell when peace comes, 
And that is important. 


7 


WHAT ABOUT NEW LINES? 


Now, what are you going to have to sell these prospec- 
tive customers? That is another important question. And 
right now you should be working on the answer. 

When you have completed the above survey and have 
the information broken down into departments, you will 
be able to see at a glance what your post-war needs are 
going to be. Perhaps you will have requests for certain 
patterns in china, and you have not previously ¢arried 
that pattern. Perhaps through advertising or some other 
way, certain brands of home furnishings have caught 
the fancy of many prospective buyers. You are going 
to want this merchandise. Perhaps you have confined 
your sales to certain lines of pens and pencils, yet from 
this survey you find many people contacted, preferred 
another make. You have a buying job to do. Now is 
the time to do it! 

Your post-war plans are being made for you. Do 
you know about them now, or will you wait until it is 
too late? Get busy and contact these various sources of 
supply. Make your wants known. Show them what you 
can actually do with their lines when production is again 
in full swing. Believe me, they are looking even now 
for volume outlets. Now is the time to make your con- 
tacts. You will know where the merchandise can be 
sold without having to do any actual selling. Positive 
action will bring positive results. 





GROUP INSURANCE BENEFITS EMPLOYEES 


The jewelry firm of Perel & Lowenstein, with stores 
in Memphis and Jackson, Tenn., and with more than 100 
employees, believes that the solution of most of the per- 
sonnel problems lies in the strongest possible employer- 
employee relations. This firm has been able to retain the 
maximum percentage possible of its employees right on 
through the period of higher wages in war plants and 
other things that attract labor from jobs held for years. 
They have made it pay for employees to stay with them. 

With them the payment of good wages and salaries 
and liberality in the matter of holidays and other work- 
ing conditions is not enough, employees must have a full 
sense of security against other possible factors in his or 
her working experience. These are being taken care of 
amply in the Perel & Lowenstein employee insurance 
plan which gives four types of protection—life insur- 
ance, accident and health indemnity, dismemberment 
and hospitalization. Hospitalization for the employees’ 
dependents at a low premium has just been added to the 
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and arrangements are being made for similar pro- 
tection for all former employees now in the armed 
yr Pontius, comptroller for Perel & Lowenstein, 
who is enthusiastic about the plan, gives the following 
description of how it works: 

“The employee becomes eligible for the insurance 
after he has been with the company six months. After 
he has been with the company one year, an additional 
$500 in life insurance is given him. For example, an em- 

jpyee goes to work for Perel & Lowenstein at a salary 
of $150 a month. At the end of six months he is eligible 
for $1,000 worth of life insurance, $1,000 worth of ac- 
cidental death and dismemberment insurance, etc. At 
the end of one year the additional $500 is added, mak- 
ing his total of life insurance $1,500. If he is killed in 
an automobile accident, for instance, his_ beneficiary 
would receive $2,500—$1,500 in life insurance and 
$1,000 in accident insurance.” 

Mr. Pontius is also authority for the statement that 
the Perel & Lowenstein plan’ has not encouraged malin- 
gering among the employees. The only case the company 
has had is that of an employee who was with the com- 

only a few months, the only one in the 100 or more 
employees regularly on the payroll who has tried to take 
advantage of the insurance company underwriting the 
lan. 
Pe think that if other jewelers will try the plan, they 
will find it at least a partial solution to some of their 
employee troubles,” concluded Mr. Pontius. 


LIGHTING—A TOOL FOR SELLING 
(From page 163) 


forth, but dark backgrounds used for displaying such 
merchandise will soak up light. Two or three times as 
much illumination is required for dark colors as for 
white or pastel tones. 

Lighting is important not only as a source of illumina- 
tion, but it can also be used as a decorative medium and 
can have much to do with the atmosphere of the store. 
Bright lighting gives a feeling of excitement and activ- 


ity. Dim lighting, if carried too far, will seem gloomy, 


but a certain degree of it suggests dignity and quiet. 
Warm colors are preferable to the cold tones and are 
more flattering to the face—something to be considered 
where the customer may try on jewelry in front of a 
mirror. 

Light disposition may control customer circulation. 
Light panels or cove lighting in the ceiling, and well 
lighted and strategically placed spot displays will influ- 
ence the direction the customer takes on entering the 
store. 

There are at present three principle types of lighting 
equipment available for both window and interior use. 
The latest is the “cold cathode” gas-filled tube which 
provides continuity of light in any form or shape, since 
the tubes may be bent freely in lengths up to forty feet. 
These lamps have a uniformity unobtainable in any 
other type of lighting and may be had in a wide range of 
colors. ’ 
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Ruby, and all Semi-Precious Stones 
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individual designs are very 
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priced . >. Mais 2 
Amethysts, Topaz... 14K 
gold mountings. 


JEAN PATE WOLLER COMPANY 


Creators of Distinctive Jewelry 
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Fluorescent lighting which is predominantly used in 
fixtures and counters, provides good intensity with 
fairly low level surface brilliancy at the source, After 
the war fluorescent tubes will. be available in many 
shapes, including rings. 

The incandescent lamp is still indispensable, , Jt pto- 
vides powerful light concentration which is essential ; in 
spot and flood lights. It also provides the warm org 
and yellow light which the fluorescent lacks and thus 
completes the color spectrum for -a lighting schemey-. 

The most efficient lighting programs generally. utilige 
a combination of two or frequently all three of these 
types of lighting. Such a program in the hands of, 
capable lighting engineer becomes one of the most eff. 
cient tools of modern retail: selling. 


WAR "SIDELINE” MAKES GOOD 
(From page 165) 


are two “flat price” cases, one on either side at the front 
of the store. One contains 125 choices of. costum 
jewelry earrings, all marked $1.23, price including tax, 
Opposite it, necklaces, novelty pins, clips, buckles, ete, 
are similarly grouped under a $1.23 price sign. Com- 
plete information about the merchandise with regard ty 
tax, refund policy, etc., is given on the price sign above 
each case. 

The next display case and those beyond lead into bet- 
ter-priced merchandise, including the solid gold ani 
sterling items which the store emphasizes heavily for 
larger-unit sales. There are hundreds of items displayed 
where hollowware, flatware, watches and other merchan- 


dise was formerly shown, all loosely classified as to price | 


to help both salesperson and customer. 

The window (one of the largest jewelry store wir 
dows in Fresno) normally contains at least 150 items— 
enough for an eye-catching blaze of glory which picks 
up reflected light and “‘stops passersby in their tracks,’ 
as*Mrs. Justice puts it. 


PLENTY OF STOCK — PLENTY OF COLOR 


“We've found that we must use plenty of stock and 
plenty of color,” she said. “One of our girls experi 
mented with accentuating a few chosen pieces against’ 
draped background—and sales immediately fell off.” 

Surprisingly, though 90 per cent of the costume 
jewelry inventory was formerly in the $1 to $2 bracket, 
steady “trading up” of customers into better price line 
has changed the picture completely. Now only 33 m 
cent of the stock is in lower price items. 

_ “We want to sell better costume jewelry, of courses 
Mrs. Justice outlined, “therefore, we’ve worked steadi 

at transition of the typical sale out of the low prid ’ 
classification into moderate or better. This, we 1 
found, is not difficult to do. The average customer remy 
izes that we are a well-established jewelry store a 
expects to pay more—even wants to. Women have Dem 
well educated to dress accessories and wearing pins@ 
their coats, and with high wartime incomes, they wank 
spend money, not only on themselves, but for gifts; 
friends. This results in many sales of pins at $25,9 
and higher, $35 earrings, $15 lapel-novelties and 
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matched sets of pins and earrings, Even service men are 
soming in to buy these varieties for gifts. When we first 

with costume jewelry, we refused to stock higher 
riced items altogether—now when the wholesaler of- 
fers them to us we snap up every one.” 


proTECTS STORE PRESTIGE 


Mrs. Justice, who is a veteran of 23 years in jewelry 
retailing, realizes all the dangers of handling costume 
jewelry—as well as the advantages. 

“J am constantly surprised at the market we have 
found,” she confessed. “Of course, the chief reason is 
that people have plenty of money to spend, and want to 
buy something which came from a good jewelry store. 
Naturally, we may suffer some loss of prestige if a stone 
falls out or a pin tarnishes quickly. We meet this possi- 
bility by carefully explaining to every customer that we 
make no refunds or exchanges on costume jewelry, and 
that we cannot guarantee any of this wartime merchan- 
dise' with the exception of solid gold or silver. We point 
out that stones are glued, not set, and that the low price 
usually involved cannot offer the customer too much. No 
costume jewelry customer leaves the store until this has 
been explained to her. As a result, we are protected 
aginst ill will. We will glue in a stone or make minor 
repair on costume jewelry if time allows, but accept no 
responsibility to do this.” 

During 1943 and 1944, Eriksen’s costume jewelry 
turned over completely in every 60 days. This excep- 








tional record, Mrs. Justice feels, is due to one simple 
merchandising idea—the use of a handsome white gift 
box, for every piece sold as a gift. 

“The jewelry store’s name on any item is one miajor 
reason why our customers come to us,” she pointed out. 
“Therefore, from the outset we have played up to this 
desire by giving any customer who wants it, a cotton- 
lined white box bearing our store name: '\Weehave found 
through customers’ comments that although the same 
jewelry may be gotten elsewhere, they came here _be- 
cause the gift box and relatively greater luster the store 
name gives makes a gift more acceptable.” 

Eriksen’s pays 21% cents apiece for the gift boxes and 
uses stick-on labels or even a rubber stamp to apply the 
store name. It’s the name which counts, this Fresno 
store has positively established, and therefore, it is quick 
to suggest the handsome little gift box with every cos- 
tume jewelry item bought. The market is by now suffi- 
ciently well educated to them that the average customer 
asks for “one of those little boxes with your store name.” 


ALL ITEMS CAREFULLY BOUGHT 


Despite the wide range of stock in the store, every 
item is carefully bought, according to Mrs. Justice. 

“My buying job involves plenty of forethought in se- 
lecting lines,” she explained. “For one thing, we steer 
clear of costume jewelry obviously poorly made and 
subject to easy damage. Also, we reject ‘faddish’ items 
whose salability is likely to fall off at any moment. Pa- 
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importers and Cutters of Precious and Semi-Precious Stones 


48 Me i ae 48*% STREET 






e NEW YORK. CIT 





triotic novelties, etc., are a poor investment as well as 
bad taste. What we try to offer our customers is a com- 
plete choice of all materials and styles in worthwhile 
costume jewelry which will last two seasons or more, 
and enough variety that we can trade up to the better 
lines.” 


DEMAND FOR HIGHER PRICE ITEMS 


Eriksen’s was surprised at the demand for higher 
price pins and earrings—not only solid gold but gold 
filled. Literally scores of these sell at $35 and $40 
where they were $15 before the war, and solid gold ear- 
rings once $9 or $10, now sell easily at $85. Every case 
in the store with the. exception of the two “flat price 
leaders” just inside the front door carries some of these 
better price items for suggestion to any and all costume 
jewelry buyers. 

“The demand is simply focused by the desire to spend 
money,” Mrs. Justice summed up, “and this has mdde 
it possible to increase cash volume over the entire line.” 

The California store does very little newspaper ad- 
vertising on its costume jewelry, feeling that the huge 
display window alone is ample to keep up traffic. Sim- 
plicity of selling this merchandise has also helped to 
solve the personnel problem, since totally inexperienced 
girls can step in and séll it adequately. With more than 
three years’ experience behind them, all highly success- 
ful, the store intends to carry costume jewelry perma- 
nently—as a war sideline “which made good.” 


WAR ZONE CRAFTSMEN 


(From page 166) 


the materials used by the men including all types of 
scrap metal, old Jap shells and detonators, plexiglass, 
sea shells and ifil wood, a tough dark wood, similar tp 
mahogany in appearance, which is native to the 
Marianas. ; 

“From these simple materials the men turn out ash 
trays, paper weights, salad bowls, cigarette boxes, pow. 
der boxes, book ends, necklaces, bracelets, rings, cap 
delabra and just about everything that could be found 
in a gift shop back home. These articles are the product 
of much painstaking work and if they could be produced 
on a large scale would find a ready market. The men 
are proud of their work and are not interested in s 
any of their handicraft, instead they send most of it 
back to their homes. 

“The various types of ash trays are quite common and 
the wooden articles, nut bowls, salad bowls, ete., are 
particularly striking. The book ends, illustrated here, 
made by Ira W. Little, CWT, Lancaster, Ohio, are a 
modernistic work of art. 

“Turning out about 100 completed articles monthly 
this outfit is representative of Seabees throughout the 
Pacific. In addition to displaying the ingenuity of the 
American sailor this work proved to me that the Seabee 
does not know when to stop working, for he devotes most 
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Howard Menir, Sc 3/c. USNR, St. Paul, Minn., proudly dis- 

plays the lamp which he has made entirely of American and 

Jap shells. The shade, which has not yet been completed, 

will be made from an old Jap helmet. The ash trays shown 

were also made from Jap shells and are common products 
of Seabee handicraft. 





of his spare time to skilled work that would demand 
high salaries back in the States. 

“All of these men are interested in obtaining the latest 
news concerning giftware items back home so that they 
can obtain new ideas on articles they would like to make, 
and many of their ideas come from magazines which are 
avidly read by the men.” 

(Ed.—Mr. Hardy found copies of JC-K in several re- 
mote spots covered in his trip. July issue page 248.) 





PIPE SMOKERS SAY "FOSTER'S" 
(From page 170) 


standards in all price lines it will be easy to keep cus- 
tomer good will for the shift to the branded name pipes 
when the latter become more plentiful. He admits that 
the “name” pipes are easier to sell but doesn’t adhere to 
the belief that sales must be sacrificed when they are not 
available in times like these. 

Foster’s has promoted its pipes by regular displays 
in the windows and by ads in the local press. The ciga- 
rette shortage prompted a more aggressive promotion in 
the newspapers and brought favorable results. 

The store has big plans for the men’s section when 
peace brings a satisfactory flow of merchandise. Listed 
for addition to the department (some already are pres- 
ent in small quantities) are pocket lighters, cigarette 
cases, military sets, pipe and tobacco humidors, cigarette 
boxes, smoking sets, poker sets, liquor accessories and 
trophies. The store is particularly enthusiastic about the 
possibilities in trophies. : 
























































WHERE TO Buy 


Every indication points to a continued. volume sales by 
jewelers during the Fall of 1945. To secure your share of 
* this business and profit, your store should be well stocked 


at all times. 


10 So. Wabash Avenue 


Because of wartime conditions, for several years past, a large pro- 
portion of our customers have been coming to Chicago to buy their 
goods; many of them have been coming frequently each year and are 
continuing to make these visits. In this way they obtain merchandise 
that cannot be obtained through correspondence. We invite you to 
visit us and make our offices your headquarters when in Chicago. 


BENJ. ALLEN '& CO., ING. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 






CHICAGO 3, ILLINOIS 
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W E regret that conditions at this 
time prevent us from supplying mer- 
chandise regularly. 


We must patiently wait until the one 
great purpose we are all striving for 
has been accomplished. Then we will 
be able to render even greater service 


than ever before. 


Weksler & Goodman, Inc. 


5 South CHICAGO 3 
Wabash ‘Ave. ILLINOIS 








_ though I am such a tiny fellow. 














Thanking you in advance, we again remain, 
The Ideal Jewelers. 
“Our watch trade has been exceptionally large this 
year, due to so many purchases for friends and relatives 
in the armed service. Whenever we sell a watch we ep. 
close with it a neat little card, in an envelope, with the 
make, the number of jewels, and the watch number in- 
serted in bank spaces in the first paragraph. Thus: 


ALWAYS A ‘MARKET FOR, SERVICE. 
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IDEAL JEWELERS 
Expert Watch Repairers 


Hazard, Ky. 
To My Owner: 

I am a 17 jewel, “Blank” watch, No. 000000. 

Wind me up the first thing each morning, so my ring 
can give me more strength to do my day’s work for you, and | 
can better stand the jars and knocks throughout the day, 

I have many small moving parts, so do not bang me around 
too much, and I will do a lot of hard work for you, even 


Pe 


I am pretty small and delicate, so take me back to my 
jeweler and have me cleaned and oiled once a year. ; 
Take care of me and I will serve you for many years to 
come. ; 
Sincerely, your 
“Blank” Watch 


SP ee 
A ———— a 


“When we opened our jewelry store we fitted up 
a small window near the entrance, backing it with knotty 
pine to match the office fixtures, and here we display de 
luxe items, just one or two in a rich satin setting which 
shows them off to splendid advantage. In the June bride 
season we show here some of. our finest silver, china and 
crystal, and at Christmas a few of the higher priced 
jewelry pieces. 

“We remodelled our store in 1941, investing $4000 in } 
jewelry fixtures of knotty pine, with an additional $500 
for mirrors back of the wall fixtures and at the base of 
the long wall cases. These mirrors beautifully reflect the 
silver, china and crystal and make them show up like # 
million dollars. : 

“Our merchandise covers a wide range of prices, fot 
in a small city, with a large rural trade, we have to api 
peal to all purses, but we give-our principal attenti 
to the more substantial trade. Thus we carry fountai 
pens running all the way from $13.00 to all-gold sets 
priced at $125.00. We feature sterling in both flatwart 
and hollowware, some of the latter running up to several 
hundred dollars a set. Our china embraces the beautiful 
Haviland, and other well known makes. Much of out 
business is on the installment basis, since this increase 
our percentage of sales of the higher priced items, be 
cause people will buy better watches, jewelry and silvet) 
if they can budget their purchases. | 

“Our jewelry and gift section salespeople are ! 
women, as the feminine love of adornment makes the 
naturally enthusiastic over the merchandise they sel 
We pay them well, so we have no problem of turnove 
of help. Our greatest problem at present is to get ada 
tional salespeople when we need them. Above all, 
stress courtesy at all times, for we know that the p 
ent seller’s market will soon give way to the buyer's, al 
the store that has won the good will of patrons in W 
time, is the one who will get the lion’s share when p 
comes again.” 
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| Our three associated companies offer responsible jewelers the answer to their 

three main buying problems. 
_| Diamonds + Gold Jewelry + Silverware 


a 
bo 


As importers and cutters of We have on hand one of the We import English silver. We 


rape eee "% country’s largest collections have just received ‘a large 


pointers to 10 or 20 carat of antique and elderly gold shipment of Georgian and 
gems. We will send on 


EMPIRE 
DIAMOND EMPIRE EMPIRE 


APPRAISING GOLD BUYING SILVER CO. 
ty co. SERVICE, INC. INC. 


ich 1) London Office—ST. ANDREW'S HOUSE New York Office—EMPIRE STATE BLDG., Fifth Ave. & 34th St. 
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jewelry. We turn our stock Victorian‘silver and some sil- 


t fast for small profits. verplated goods. 


M 
Q 
0 
M 
Q 
M 
Q 
7 
Q 
@ 
Y 
0 
M 
0 
0 
Q 
Q 
Q 


and ess a DOO OM OOO DY Y1 








All Your Insurance Needs 
Covered by a Single Policy 








4 It protects you against burglary, theft, Save yourself insurance worries by covering 
out hold-ups, window smashing, pennyweighting, — RISKS with this one simple complete 
policy. 


fire, smoke and water damage, loss in transit, 


‘ For details consult any of our agents any- 
vel and covers anything you may have on memo, where in the United States, or your own 
. as well as your own goods. broker. 


| 
| 
| 
That's Jewelers’ Block Insurance... . 
| 


“11 St. Paul Fire & Marine Insurance Co. 


N. Y. OFFICE HOME OFFICE PACIFIC DEPT. | 
andl WM. F. BOYLAN, Mar. 11! West Fifth St. E. B. BARRY, Mgr. | 
| 107 WILLIAM ST. ST. PAUL 2, MINN. MILLS BUILDING 


NEW YORK 7, N. Y. SAN FRANCISCO 4, CALIF. 
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(Synthetic Corundum) 







150 carats 


Rods .070 in. to 
.125 in. diameter 


INDE man-made ruby is chemically 
and physically the same as natural 
ruby. It is uniformly high in quality 
and displays the warm rich colors char- 
acteristic of fine gem stones. LINDE ruby 
is now available in half-boules and may 
be obtained in any quantity. 

LINDE also supplies water-clear sap- 
phire in half-boules or in the new rod 
form. 

More complete information on LINDE 
ruby and sapphire will be sent on 
request. 


BUY UNITED STATES WAR 
BONDS AND STAMPS 




















Can You Help Me? 
My Display Problem Ix; 
i 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Viz. 
ginia Dixon, one of America’s topnotch display experts whos 
talents have been brought to a focus on the jewelry 
Miss Dizon is already well known to JC-K readers ag th, 
author of many stand-out articles on jewelry store display, 





Pen you tell me where I can find some smart ring 
boxes to use for displaying my diamond ring sets 
in my window? I would like something very ‘nice. 
Thanking you for past help.—K. F. S. 

Answer—There is not a great deal of variety in 
ring boxes available. Fabric covered ring blocks ar 
smarter and really show the rings to better advantage, 
William Korn, 30 West 47th Street, New York 20, N.Y, 
has very fine quality display blocks in a good variety 
of styles and colors including a tiny pillow shaped pad 
with a silk cord edge, particularly suitable for bridal 
sets. There is also a small bible ring display in white 
velvet which is novel and attractive. 

Edwin Freed, 1233 Sixth Avenue, New York 19, 
N. Y., has ring display pads in a few styles—all covered 
in ‘black velvet. He also has ring boxes. 


LOT of information in your articles on store de 

sign has been of help to us. We are moving toa 
location and it is necessary that we install a new store 
front. We have heard a lot of discussion regarding 
the new open fronts, but we do not feel that it could 
be propertly applied to the jewelry business. If yo 
have any information regarding installation of new 
stores, we would appreciate having such suggestions, 

Can you give us also information as to manufacturers 
of’ built-up display sections for inside of the window!— 
C. E. H. 

Answer—It is difficult to make any definite sugges 
tions about the planning of a new store front without 
knowing the store, since such plans must be made arounl 
the individual merchandising policies and characteristics 
of the store. ‘ 

I agree with you that the open front store is mt 
generally adaptable to the jewelry business. Such 1 
store front may be made extremely attractive, but il 
seems to me that jewelry store customers prefer mor 
privacy while making their selections than such a front 
permits. On the other hand, the view into the stor 
should not be cut off entirely as this does not appe 
as inviting an entrance to the passer-by. 

There are several companies from whom you migit 
get suggestions on modern store front treatments. 
Kawneer Company, 2005 Front Street, Niles; Mich; 
The Pittsburgh Plate Glass Company, 2060-5 Grail 
Building, Pittsburgh 19, Pa., and the Grand Rapi 
Store Equipment Company, Grand Rapids, Mich. 4 
have: illustrated booklets which. should be helpful 
their local representatives will be glad to discuss % 
matter with you. 

Wolfsheim and Sachs, 20 West 47th Street, and 
win Freed, 1233 Sixth Avenue, both New York I 
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AMERICA'S LEADING WHOLESALER 


DETROIT CHICAGO DENVER 
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TESTS alter 
LD NY iS 
Support this 


RACINE WATCHES are 
equipped with 

@ 15 Jewel Gallet Movement 
@ Nivarox Hair Springs 

@ Glacidur Metal Balances 





IMPORTANT 


Since uncontrollable conditions 
make it impossible to meet the de- 
mand for Racine watches we ask that 
dealers be patient until a more nor- 
mal situation permits our usual 
service to customers. 


JULES RACINE & COMPAM 


20 WEST 47th STREET, NEW YORK 19, N. 
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| textures in their seamless papers—useful for temporary 





N. Y., have various types of step elevations and dig. 
play units which can be used in windows. 

We were very much impressed with the display idea, 
in your article in the May issue of the Jewerers’ Cir. 
cuLaR-Keystone and would like to know where we can 
obtain displays on the order of those pictured.—V, w. 

Answer—The display units illustrated in the May 
issue are not stock items. They are sketched ag g 
gestions which individual stores might have made y 
adapting the ideas to the dimensions of their particulay 
windows or cases. If you wish to send me the dimen. 
sions of your windows I will be glad to give You esti. 
mates on the cost of having these units made up hete 
to your order. : 


SHOPPING NOTES 


(From time, to time new and unusual display materials ag 
offered and special display suggestions come to the attention 
this department which are of general interest but are not cop 
ered by reader’s questions. Such information will be collects 
hereafter in these Shopping Notes.) 


6¢Q)YLKGLASS” fiber floss, recommended severs) 

months ago to an inquirer who wanted spun glass 
for “cloud” or “dream” effects, now comes in foy 
pastel tones as well as in white. This is a product of 
the Radiant Glass Fibers Company, 208 East 27th 
Street, New York 16, N. Y. 

For delicate frost effects on beverage glasses or win- 
dow glass—an inviting effect for summer displays— 
the’ Fine Chemicals Division of Ivano, Inc., 166-184 
Commercial Street, Malden 48, Mass., offer a lacquer— 
L-30—in a dry flake form easily dissolved in water and 
which will form delicate frosty patterns on almost any 
smooth surface. It washes off as easily as it is applied, 

Bulkley-Dunton & Co., display paper division, 295 
Madison Avenue, New York 17, N. Y., have two new 





background coverings. ‘“Textro Seamless’ has an in 
teresting vellum finish and comes in several pleasin 
colors; “Stardust” has a generous metallic spatial 
on éither pastel tones or dark colors. Both 85 in. wide 
in 12 and 50-yard lengths. 





BIRTHSTONES FOR AUGUST uh 
(From page 172) 






The classic and still the most important peridot | 
ity is a barren island in the Red Sea, known as Zebir 
or St. John’s Island and belonging to Egypt. The roth 
of this island appears to contain veins, largely altered 
serpentine, in which the clear green crystals are im 
bedded. The alteration, through the addition of water, 
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of olivine to serpentine is a very frequent one, and most 
of the world’s olivine-rich rocks have been so altered. 
It is, therefore, quite surprising to find these sound 
clear orthorhombic crystals embedded in a soft serpem 
tine matrix. Even finer larger crystals once formed i 
dikes near Snarum, Norway, but these, alas, have sue 


cumbed to the hydration and, like their matrix, are now 
but serpentine. The jeweler will perhaps recognize the 
term serpentine, the name of a hydrous magyesium silk 
cate, for it is a principal constituent of the altered perk 
dotite of the diamond pipes, the “blue ground,” and & 


the mineral that makes the finest asbestos. 
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Mining at Zebirget seems to be a relatively easy, bit § 






BARBARA BATES 


Manicure Kits! Remember? Exclusive Midas Mesh, exquisite 





leathers, glamour materials, all scintillating with jewel-like 






fittings . . . all with the famous Barbara Bates label, your 






by-word of quality and the pet of your customers. Happy f 






the day when we can again offer you a bountiful supply. 






Although the day is not yet, it is coming! In the meanwhile 















WEE is find, silt the best of ther tnd We shall continue to send you as many manicure kits as pos- 
Mg bara Bates Manicure Gift Kits! ‘ - 

“94 | ove Barbora Bates Montcure Ga "sible, also the luxurious Jewel Cases and the ever welcome 
er— oe > e e a . 

wa | Knitting Kits, the two sensational gift successes of recent years. 
any 


full production will come gradu- 


new 


1° Remember — : 


ally, not all of a sudden. So we 
suggest you join the growing 
list of forward thinking. jewelers, 
whose names on our active list 


mean immediate consideration 





and a fair share of increased 


Beautifully made jewel cases of hand- 





production. Write to us, better some genuine leathers and romantic 
\ fabrics—with the famous Barbora 
still come in to see us on your Bates label! 















So popular with knitters, glamorous next visit to New York, and let's 
er, Gift Knitting Kits contain the finest i 
knitting needles and accessories. talk things over. 





Barbara Bates 


366 FIFTH AVENUE, NEW YORK 1,N. Y. 
Factory at 
CHESTER, CONN. 
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spasmodic undertaking. Since the island is so com- 
pletely barren, there is no local steady mining for gems, 
as would be the case elsewhere. On the contrary, it 
seems to be rigidly controlled, the French concern hold- 
ing the rights goes there when the stock of gems is low 
and takes all its supplies and manpower for a definite 
period of operation; according to reports that have come 
out. Presumably after a few months of operations the 
coffers are replenished and the mining closes down until 
sales have again reduced the stock pile. Since it is now 


some time since the mines have been operated, perhaps 
we can shortly look forward to a new supply. 


KNOWN AS “EVENING EMERALD” 


The soft yellow green of a peridot makes it an attrac- 
tive stone, even though it has but small demand. Popu- 
larly known as “evening emerald,” it shows to better 
advantage in artificial light, having more fire and some- 
what lighter in color than a blue green stone would be. 
It has a very strong birefringence so that it is one of the 
few gems that show a pronounced doubling of the back 
facet edges when one looks through the stone. Only 
zircon, among the common gems, shows this more 
strongly. Its hardness of 614 makes it one of the softer 
stones, so that it is not to be recommended too highly for 
ring wear. 

There is another respect in which peridot shows a 
quality rare among gems, and this is one which makes 
it easy to identify. The layman usually finds it surpris- 
ing and confusing when he learns that sapphires may be 


-any color, and that topaz may be white or blue or pj 


Here he will find no surprises, the color of peridot | 
caused by the iron atoms within its formula, it is gneg 
the very few gems, turquoise and malachite are oth 
that are said to be idiochromatic. As the iron contay 
increases the stone will darken, but most of the gem 
material is yellow green, though some of the small pgh 
bles from some of the minor localities may tend 
yellow or brown. 

There are several other localities for gem materi) 
but only one, a deposit in Burma, seems so far to we | 
produced crystals that could be cut into stones of% 
size. We have yet to see a description of that Ie 
so it cannot be compared with the others. Austral 
too, is said to be the source of similar gems. 

Since olivine is a frequent associate of basaltie bal 
it is not surprising to find it in the Hawaiian Islan 
that vast pile of basalt built up six miles from the § 
of the Pacific. Small water-worn pebbles of peridot am 
found on the Hawaiian beaches, but few stones over ¢ 
carat in size have been cut from them. A similar, bgp 
more interesting occurrence is that of the Amerig 
Southwest, in Arizona, where pebbles of garnet ay 
olivine are to be found upon the mounds of anth 
Apparently that hard-working insect does not shar 
man’s interest in the gem stone, to them they are s 
nuisance, blocking the way of tunnels in the excavating 
of a nest, so out they go into the dump, and there we 

(Please turn to page 240) 
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.. + New... Appealing 


merrie miniatures 


Be the first to feature these figurines that sell on sight. Beautifully 
sculptured and hand decorated, OUR KIDDIES and FUNTASTIC 
ANIMALS are charming in every colorful detail. Attractive gloss 
finish on the sturdy Amercite assures their long life. They are packed 
in individual boxes for easy selling. Add new appeal to your war-weary 


stock with MERRIE MINIATURES. 


Introductory assortment of twelve includes 6 OUR 
KIDDIES, 4 FUNTASTIC ANIMALS and 
2 PICKANINNIES. Priced at $13.20 the dozen. 





Our complete line includes: 


FIGURINES MIRRORS 
BOOK ENDS WALL BRACKETS 
CIGARETTE BOXES TABLE ORNAMENTS 
PLAQUES GARDEN ORNAMENTS 
Every item beautifully made and finished 
Designed for instant appeal. 
Made of Durable Amercite 


Fully covered by copyright. 


GIFTWARES DIVISION 


THE AMERICAN ART WORKS, Ine. 


COSHOCTON, OHIO 
cern He RRS a RR RR RRC ER 
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The Silver Room at Granat Bros. is still one of the most completely stocked on the Coad 


HAT it pays the jeweler specializing in fine silver 

to keep up promotion and “keep the customer think- 
ing about it” is a theory which Granat Brothers, San 
Francisco, employ daily in the operation of their second 
floor Silver Room. 

Granat Brothers’ silver shop is still one of the most 
completely stocked on the West Coast, and surprisingly 
continues to pull in approximately the same number of 
customers per day as in peacetime—despite the fact that 
many must be disappointed through lack of stock. How- 
ever, by offering down-to-the-minute service on popular 
patterns and stocks as received, much such disappoint- 
ment can be offset, the store has found. 

Tasteful promotion of fine sterling hollowware and 
flatware is still going on through the store windows and 
the use of a shopping news service in a San Francisco 
newspaper. Written for social entertainers and hostess’ 
interest, this column constantly quotes new patterns re- 
ceived in the Silver Room, and since the war, mentions 
the fact when a popular pattern out of stock for some 
time has been received. Invariably such a mention brings 
in an anxious flock of customers who own incomplete 
services of the pattern mentioned, and are swift to act 


214 


on any news of an opportunity to fill in. Similarly, whe 
a popular pattern is received, a display of it immediate 
goes into one prominent window on the street flea 
which quickly gets a reaction from passersby. No maj 
scale advertising is done in such an event, since 
would automatically lead to disappointing sever 
customers. ; 
“Flatware customers are the most concerned of @ 
sterling buyers,” a store official stated. “Where custom 
ers come in with the expectation of filling in a table set 
vice and cannot do so, we never turn them down flatly 
(Please turn to page 258) ; 


Silverware customers are never tur 


away at Granat Bros., San Franeisco. ~ 


Though lack of stock does not always ~ 
permit ready sales, orders are taken | 


for when patterns are received. 
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Authentic... . faithfully interpreting the spirit of a happier 
era to which we now nostalgically revert . . . these glorious 
creations in ‘Sterling by Frank M. Whiting & Company 
have found high favor with hostesses of discrimination and 
discernment. Warmly welcomed as this group has been), its 


acceptance will be still further stimulated by extensive 


advertising in carefully selected media 





This market survey and buying study, reprinted from and through 
the courtesy of the Journal of the American Marketing Association, 


proves a broadening market for the sale of sterling. 


by JOHN S. O'CONNELL 
Vice President, Towle Mfg. Co. 





WENTY or more years ago sterling silver was sold 
largely in complete outfits to comparatively few 
‘people. The average girl considered herself fortunate if 
she could buy good plated ware. But we realized the 
changing times, the rising standards of living in this 
country and the desire for better things, and we went 
out and surveyed our market. 


WHO BUYS STERLING? 


Answering our first question, “Who buys sterling?” 
we checked customers’ records in a number of jewelry 
stores. We listed retail purchases by name and occupa- 
tion, and soon found that sterling is bought by almost 
all kinds of women—women of all ages, single women, 
married women, brides (and their friends), debutantes, 
stenographers, school teachers, social registerites, ete.— 
all sorts who are either socially, culturally or financially 
in the sterling class, or aspire thereto. 

Breaking the figures down by occupation, we found a 
very large proportion of school teachers and office work- 
ers, and when we searched into the occupation of the 
married women buyers we found they ran the whole 
gamut from auto dealer to veterinarian. This proved the 
broadening market we had suspected. 


HOW DO WOMEN BUY STERLING? 


These women may not be able to buy complete chests 
at $200, $300 or $400 each, but jewelers told'us that 
once they got started they would keep on buying a few 
pieces at a time until their sets were complete. Taking 
our cue from this information from our retailers, we 
made another survey. This time we abstracted every 
sale of flatware made by one important store in a whole 
year. These data we broke down by number of pieces, 
and were particularly careful in analyzing those sales 
listed by the jeweler as “Starting Sets.” To our amaze- 
ment we found that some 68 per cent of the women 
started their sets with 12 pieces or less. And only 9 per 
cent made an initial purchase of as many as three dozen. 
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A Study in Selling Sterling Silver 









When we took this study out into the trade even 
jewelers who were handling a great many of 
“Starter Sets” themselves, could hardly believe the 
ness had changed as much as this study indicated. 

Right here we were fortunate in having available to 
us card records in some of the better operated stores, 
The good jeweler immediately makes out a card whena 
girl selects her pattern, and, particularly if he knows 
the wedding is to occur shortly, he will record carefully 
the pieces bought either by or for that girl, so that ag 
friends come in he will not sell duplicate presents. ~ © 

The mistaken feeling in the trade has been that if 
weddings are good, business is good; if weddings are 6 
then. business is supposed to be poor. That is because: 
the activity incidental to a wedding, whereas the qu 
“buy for yourself” business which comes in steadily df 
after day is less spectacular and consequently goes 
unnoticed. ) 



















WHEN DO WOMEN BUY STERLING? 


So it was a surprise to us, as well as to our jeweler 
to find that only about half of our flatware busines# 
comes from the wedding where Daddy buys Mary her 
set of silver, or where her friends give it to her a piece 
at a time. The rest of our business comes approximately 
one-half from: (a) Married women who did not get ster- 
ling at the time of the wedding; (b) Single women who 
are buying against the wedding a year or two hence. 












WHY DON'T MORE WOMEN BUY STERLING? 


We had only one more important question to 
namely, “Why don’t more women buy sterling?” 
found upon investigation that entirely too many womel 
feel that sterling is much more expensive than il 
really is. 

We asked this question: “If a set of a certain size 
sells for $50 in good quality plate, what would you ex 
pect the same size set to cost in sterling?” We asked this” 

(Please turn to page 258) 
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the stamp of an authentic reproduction 





by master craftsmen of an early Ameri- 
can, English, Irish or Dutch piece of 
historic interest. 

This trade mark is stamped on every 
piece of Tuttle Sterling, both reproduc- 
tions and original Tuttle designs, and is 
featured, too, in our national advertising. 
Tuttle advertising appears in House 
Beautiful, House & Garden and Town 


& Country. It is creating appreciation of, 


and desire for, the beautiful heirloom 
sterling silver that Tuttle craftsmen will 
make for you to sell as soon as their war 


work is finished. 


407 West Canton Street ~ Boston + Massachusetts 
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Pride of Accomplishment 


This woman jeweler of Gainsville, Fla., 
eelebrates the 20th anniversary of her 
growing business which she attributes 


te her well-trained personnel—all girls. 


HEN a determined woman makes up her mind 

to accomplish something considered to be well- 
uigh impossible, she can usually be counted on to do it— 
and do it well. Such has-been the case with Miss Bessie 
Rutherford of Gainesville, Fla. Back in 1925 when Miss 
Rutherford made up her mind to open a jewelry and gift 
shop, everyone knew that many had tried and failed in 
that sort of enterprise in Gainesville. They knew, too, 
that a woman in business encounters many more difficul- 
ties than a man. And Miss Rutherford herself knew that 
she had but $350 in borrowed capital with which to 
start. In the face of all these formidable obstacles, Miss 
Rutherford went right ahead and built up a business 
with a stock today worth $50,000. 

Recently, Miss Rutherford and her eight-woman staff 
celebrated the establishmerit’s twentieth anniversary by 
remodeling the store, making it rank with the handsom- 
est in the state. New showcases and a wall-to-wall car- 
pet of two-tone blue were installed. The walls were done 
over in soft shell pink, the woodwork in-ivory and the 
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+] Left side of Rutherford store 
'| the entrance. 
t| ground display 


tr 
Cases in the pie 


costume j 
combs, hair ornaments olan 


ie pacts. Giftwares and glassware 
all cases, 


are displayed in the w 





Opposite side of store, looking toward the entrance. The 
different lines of silver handled by the store are displayed 
in place ‘settings in the four counter cases in foreground. 





showcases in maple lined with soft blue. The colors and 
decorations add to the delicate, lady-like charm of 
shop. 

“I know that my success is due to the fact that I hat 
the best clerks to be found,” says Miss Rutherford. § 
follows a definite procedure in hiring and training sale 
girls which, through the years, has brought excellé 
results. She pays more than any of her competite 
while steering clear of commissions and other such inté 
nal competition. Instead, promotions and raises are Fé 
ular and prompt, so that the staff works together 
harmony. 4 
















(Please turn to page 243) 
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HARMS ARE = oe RAGE: Mt) 


This handsome brochure is 
being sent to thousands of con- 
sumers in response to Jordan’s 
advertising in leading na- 
tional magazines. Strong 
promotion like this is de- 
signed to help you sell 10 
Karat Gold Charms by 
Jordan. 

Send for your copy— 
it illustrates the com- 
plete line. 


fit 
f 
"4 aa bg 0? 


This attractive display—an- 


other dealer tie-up will help a * , 
ture the fast-selli hs / / 
you feature the fast-selling wt / 7 


Jordan 10K charm line, : A) { 


& 
R. M. JORDAN & CO. 77 neem avenur new vores, 0. 


36 S. State Street, Chicago « 607 S. Hill Street, Los Angeles « 1009 Commerce Street, Dallas 
FACTORY: 17 CUSTOM HOUSE STREET, PROVIDENCE 3, &. 1. 








Brilliant colorings of the Chinese objects 
draw their own attention in the display case, 


Duluth store focuses attention 
on valuable collection of Chinese 
art and finds ready market for 


the pieces as gifts. 


Headquarters For Art Collectors 


,,OLLECTORS of Chinese art have helped make 
/ Bagley and Co., Inc., jewelers, 315 W. Superior 
Street, Duluth, Minn., headquarters for objets d’art of 
distinctive quality and design. 

A special section is arranged for this display as color- 
ing and design are so strong that the items show to best 
advantage when grouped. Also, if the Chinese items 
were placed with the more delicate colorings of other 
designs they would tend to draw attention away from 
them. 

The section consists of a booth, with glass shelves, 
with some of the wall cases enclosed with glass for pro- 
tection. The brilliant coloring of the Chinese merchan- 
dise is brought out well by showing the blues and reds 
in contrasting groups. 

With the art objects are shown pictures, which Bag- 
ley’s feature strongly, showing them in many groups 
throughout the store. In this Chinese section brilliantly 
colored florals and bird studies, framed in bamboo to 
show the Chinese influence, are, in some instances, 








placed on shelves as a background to groups of small 
objects, and in others, are made the focus of the display, 
By thus breaking the display of the bright-colored 
Chinese articles, interest is added to the whole section. 

Even though at present it is difficult to get enough of 
the. Chinese items to make a very full display, shelves 
and backgrounds are filled in with art objects which 
show the Chinese influence. 

Recently a window was devoted to the Chinese ar- 
ticles. A large bowl of deep Chinese red held the cen- 
ter place. Throughout the window were small objects of 
exquisite design with framed pictures forming a back- 
ground which carried out the Chinese motif. 

Other art objects carried include figurines in English 
bone china and American Lennox which occupy a large, 
curved, glass-enclosed counter case located in the center 
of the front section of the store. The curved end is used 

(Please turn to page 243) 


Other art objects, including figurines of English bone 
china and American Lennox, are shown at front of store. 
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INFORMATION Pleas 


Thousands of letters have sailed into the 


Glamour offices in the past year with questions 

that range from top to toe (hats to shoes) ; 

from inside-out (girdles to blouses) ; from the office 
to home (jobs to decorating). All this proves 

that the girl-with-a-paycheck turns to Glamour 
before she spends, takes Glamour’s word for it when 
she buys. Her spending adds up to $540,000,000 

a year on clothes, $106,000,000 a year on beauty. 
She’s a smart, young, wide-awake customer... 
reach her through Glamour. 
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WHY SILVER IS "TIGHT" 


Why jewelers have not been able to get all the silver- 
ware and silver jewelry they might like to have is 
clearly shown in a circular recently distributed by 
Handy & Harman. 


“Immediately after Pearl Harbor,” the circular re- 
minds its readers, “restrictions were imposed on both 
base and precious metals for civilian and arts uses. 
Millions of ounces of silver and silver brazing alloys 
have been needed and used for making all kinds of 
war equipment and large quantities of gold were also 
demanded for a variety of war jobs.” 

In 1944 alone, eighty million ounces of silver wen: 
into war work of which 23 per cent was used in silver 
brazing alloys, 23 per cent for military photography, 
19 per cent for electrical equipment, 16 per cent for 
aircraft engine bearings and 19 per cent for other war 
uses, such as medical, dental and surgical materials. 

“As a leading fabricator of these metals and alloys, 
Handy & Harman was one of the first to whom the 
Government and Industry turned as a source of supply. 
Almost overnight we had to triple production. At the 
same time the call to service took 32 per cent of our 
working force. 

“All production was under strict priorities. While 
we were turning out far more metal than ever before, 
only a very small percentage of it was permissible for 





half went on high priorities for the making of milit, 
insignia. The comparatively small remainder we gis 
tributed to silverware and jewelry manufacturers op 
as fair and equitable a basis as we knew how. 

“Just recently, restrictions on the use of silver haye 
been largely removed. But there is still a war to win 
and the bulk of our production continues to. go op 
highest priorities for war work, including an increasing 
percentage for insignia. 

“The tough part of the situation today is—labo, 
shortage. With our ample plant capacity and the pro. 
duction-speeding methods we developed under pressure 
of war conditiofis, we could greatly increase our out- 
put for both war and the Arts, if we could get the 
labor to operate full blast. However, we are working 
unceasingly on this problem and improvement may be 
looked for in the very near future. 

“The point of all this is that silver and gold for 
purely Arts purposes has been really “tight.” Consid- 
ering this, and the valuable contribution they haye 
made to the war effort, many of our silversmiths and 
jewelry manufacturers have really done wonders in 
supplying as much merchandise as they have. Far 
from being responsible for any shortage they are de- 
serving of the thanks and «sneer of every right- 
thinking retail jeweler.” 


Arts purposes. And of this small percentage, almost 
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¢ his hallmark on Sterling by Smith 


craftsmanship for over half a century. 


Fiddle Thread and Edward VII are beautiful 


examples of our artisans’ handiwork . 


exquisitely plain, the other, handsomely 
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Our attractive illustrated folders 
list all pieces normally made in 
each pattern. 
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Somewhere within 
phone call of the place 
where you do business, 
there’s a man whose 
job it is to keep mis- 
takes from happening. 

He can help you 
keep them from happening in your store. 

This man is your National representative. He knows 
systems ... the kind of system you need in yoyr 
jewelry store to keep accurate records and handle 
transactions efficiently. 

The National representative will be glad to help you 
with any problems you may have. He'll have sugges- 
tions on how best to keep records for federal and state 
taxes, and he’ll help you with your system for record- 
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The man who 
keeps mistakes 
from happening 





ing and controlling layaway and installment sales. 

The National representative will point out how the 
most advantageous use of your present cash register 
system will save you money, keep better records, and 
speed service to customers. 


Make your post-war plans now 


You’ve probably been thinking about the post-war 
improvements you want in your store. Talk them 
over with your National representative. He’ll help you 
lay plans for gaining maximum efficiency of operation. 
These plans may well mean larger profits for your 
business after the war. 

Call your local National representative, or write the 
National Cash Register Company, Dayton 9, Ohio. 


Mialional 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 


THE NATIONAL CASH REGISTER CO. 
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THE DIAMOND INDUSTRY IN 1944 the increase being, without tax, 75 to 115 per cent 
tax, 110 to 160 per cent, according to quality. Cyt 


(From page 178) of two carats or more show smaller increases (45 to 


With 
65 

cent without tax and 70 to 100 per cent with tax) than ~ 

dealers. Although the number of carats is not specified, the one-carat stones, but in some ieiances the petal ) b a 











number of weights is sufficient to broadly indicate the market of negotiation between buyer and seller. Some ex 
trends. The figures for 1943 and 1944 follow: high seen for large cut i been paid and fine die 
have never sold higher, the present price even exceeding the 
1943 1944 of the late twenties of this century. 
CIE « visivnsidescetccrnses 8,561 8,336 — The question has been raised: Will the emigre cutter, if and 
eS OO 2,795 8,708 +- when he leaves America to return to his hemeland, dum 
SS No cine Fee 8,712 4,604.4 diamonds on the market and hence break present price 
DN ii Takis ands gaXGeeOee 3,655 8,167 — particularly of melee? Some of them will return to Fu 
ESET LAE PES 2,637 2,523— some of them will stay in this country; some have diamonds, 
 Saiaiangiliagias, ee 1,937 2,411 4 others none. “They know diamond values better than mogt of 
ES, Smee 2,061 2,042 — us do, If they sell, it will be the grossly overvalued m 
Pe ee fee 2,327 B,0304 rather than the somewhat overvalued (if such is the cas 
EER EE: 2,749 2,673 — one-carat stones. But many will have more confidence in their 
ee ee 2,912 5,028. diamonds than in the currency of their homeland and, if ¢ 
ie 8,558 ‘ 4,709 leave, they will take their diamonds with them. In September 
ES es 3,356 4,410 1944, some emigres sold their melee below the former prices 
The effect of emigration will be to increase the tendency fo 
Ded Vi... 5-203 o> oes 35,260 41,641 melee prices to decrease. 


The above is expressed with one reservation: After the last 
war we had inflation and diamond prices rose, did not {qj}. 
The figures suggest that 1944 was even a better year than if we have inflation, diamond prices—even those of melee—may 
1948; that the-first quarter of the year was very prosperous, not be too high. 
followed by a slump lasting from April to July; the next The price of fine one-carat diamonds in the United State 
three months were relatively good; the last three months were in 1944 was firm and even increased to meet increased exciy 
excellent. This factor checks fairly well with other market tax of April 1 and the Diamond Trading Company’s prig 
indices, although the second- and third-quarter slumps were increase (seven per cent) of fine rough in July. In Jun 
in reality more severe than they indicate. prices of mediocre melee fell and certain forced sales wer 

made at 80 per cent of the previous prices. For the rest of 
RETAIL PRICES IN THE U. S. A. the year, such goods were not in demand and while in August 
: they strengthened somewhat, they did not completely recover 
during the year. At times during the year the price of cut of 
one-third carat and under was inclined to be weak, in sympathy 
with poor melee. 





Since 1939, fine large rough has increased in price almost 
100 per cent and fine large cut (one carat), without tax, 55 to 
84 per cent and, with tax, 60 to 125 per cent. Sooner or later, 
if increased prices continue, decreased sales volume may. result. r 
In the meantime, melee has tripled or quadrupled in price. Postwar Prices 


















Half-carat goods have been increased more than carat goods, _ It should here be emphasized again that in the sizes it js 






















Customers 





 Dirilyte 


“how much silver they have — becaus 
Dinlye has unique style features. Dil 














ations illustrated by our ad 
* tising campaigns and by editorials in lea 
ing style magazines for over six years 
_ phenomenal demand has been built up. ‘We 
have thousands and thousands of letters from 
consumers desirous of buying Dirilyte as sox 
as itis available. : . 





o Dirilyte is an alloy of several metals, the color of 14K gold throughout. It is solid, not plated. It is abo 
as hard as steel, scratch-resistant, slow.to tarnish. We have.a liberal merchandise policy and are na 


se . 


_ organizing our postwar distribution. us for details and for a free copy of our fine full-color bookl 
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he rough which is the principal factor in the value; 
he cost ot cost -' cutting. Even with the relatively cheap 
r of the Low Countries, a polished one-carat stone of fine 
cannot be produced at much below present wholesale 
wae The producers are not likely to produce more rough 
P the world will absorb, The latter company can now sell 
ear probably enough industrials to pay its expenses. 
While today’s price of one-carat stones is not low, it should 
be emphasized that the rise in diamond prices of stones of 
arat size since 1939 is not comparable to that of furs and 
women’s apparel. America, however, has probably reached 
its peak as to national income for at least a decade. 


THE GRADING OF DIAMONDS 


The invention of the Gemological Institute of America’s 
 eolorimeter permits of a more scientific grading of diamonds 
as to color. Robert M. Shipley, in an examination of 550 
stones of better than average quality, found that one stone 
had a bluish body color, 12 were colorless, and the rest showed 
-tinges of yellow. This, of course, does not mean by any means 
that the latter were not attractive gems, but it warrants the 
action of the American Gem Society last spring, in recom- 
mending that the descriptive words “blue-white” and “perfect” 
be dropped from advertisements of diamonds. Such stones 
are so rare that they cannot be included in the average retail- 
er’s stock. The National Better Business Bureau is to co- 
operate in the movement. 

The Federal Trade Commission’s present ruling on the sub- 
ect (“blue-white”) is any stone which “does not show any 
color or trace of color other than blue or bluish.” 

An unexpectedly large number of the stones examined by the 
Gemological Institute were more or less fluorescent. A con- 
siderable percentage of the finer colored stones examined were 
strongly fluorescent and in sunlight or strong daylight were 
bluish in appearance. Such diamonds, of course, are more 
yaluable than non-fluorescent diamonds, which do not improve 
in strong daylight. 

The American Gem Society also has recently defined diamond 
jewelry as that containing a diamond symmetrically cut, with 
at least 16 facets. This rules out as diamond jewelry the 
material sold in some jewelry stores mounted with rough 
diamonds or cheap diamonds. 

Apropos of grading, the Canadian classification used by the 
Jewelry Division of the Wartime Prices’ and Trade Board 
follows. Stones are first graded as to color as follows: 

A—White 

B—Top Silver Cape 

C—Silver Cape 

D—Cape 

E—Second Cape 
Each is then divided into five qualities: first, clean; second, 
first pique; third, second pique; fourth, spotted, and fifth 
heavily spotted. 

It might be added that grades are affected by the business 
cycles, sales in times of depression being relatively limited to 
fine stones. 


UNITED STATES IMPORTS 


The total imports of gem diamonds in dollar value for the 
years 1938 to 1943 follow: 


Tv chigcy dice gecuseoceeene $24,094,001 
ME Cre duce Patdac. Venadaeees 85,378,670 
RUMED USerdnls WIRES cha pagee ee 33,605,646 
) | | ERAS APrent rere res Ser ee 28,647,786 
BEES Sou R ga nedeawareacnines 26,019,794 
EEE” chuccatsacccreesesechees 68,127,004 
MO 0 Gin NDS PESE acai eaawet 48,711,406 


Details as to 1944 imports, as released by the Department 
of Commerce, follow: 
Rough or Uncut 
Per PerCent 
Carat of Whole 


Country Carats Value Price by Value 
ST eee 896,547 $48,445,219 $48.46 100.0 

Venezuela ........... 5,800 185,152 81.92 0.4 
British Guiana . Seees. wre 64,405 24.65 0.15 
SN divighidde shed 25,619 726,378 28.35 ao 
United Kingdom .... 6,201 283,977 87.78 0.5 
Belgium and Luxem- 

eee yess ila OS ; 
Gold Coast ......... 1,350 24,860 18.41 ‘ 
Gambia and Sierra 

PD evinsenreat 725 18,164 18.16 aces 
Union of South Africa 854,239 42,197,278 49.40 97.1 
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How to plug intoa 
lifetime business! 


— can stock an appli- 
ance line that will sell— 
during the buying rush. 


It’s picking one that. will 
continue to sell, year in and 
year out, that will pay off in 
steady profits. Bigger profits. 
Lifetime profits. 


It?s choosing a line that will 
meet customers’ demands for 
“quality at a price.” The kind 
of line women sell to their 
friends. A line that brings cus- 
tomers back for other related 
items you stock. A quality line 
that helps you establish a 
quality store...and build 
quality profits. 


We believe you'll find such 
a line when you plug into 
Manning - Bowman’s “Quality 
Quins’’—like the popular 
Toaster-with-the-tester shown _ 
above, just one of the famous 
M-B appliances. 


Manning-Bowman has been 
a household name of quality 
since 1857. It meant a “hot 
line” to dealers before the 
war. And today, it means best 
to thousands of women in your 
territory. 


If you’re looking forward 
to a lifetime business, now’s 
the time to consider Manning- 
Bowman. 


Manning- Bowman 
Means Best 


MERIDEN, CONNECTICUT 


THE LINE THAT'S ALWAYS IN DEMAND 











ata pre-war price! 
THE POPULAR, FAST-SELLING 
MERZFOLD 


“Ce - 


4 
0 ee 
FOMERZ 
Creation 


Hlustrations ° 
show the 
MERZFOLD 
“STREAMLINER® 
open and 
closed 


Hos a roomy, non-spill coin pocket. Ample space 

for folding money. Cleverly designed secret pocket 

for confidential things. Convenient pass-card or 

photograph section. Available in assorted novelty 

rayon fabrics including the attractive new CHINA 
RED ... Price: 10.80 Dozen. 


China Red. « « @ sensational 


new MERZ Rayon Fabric that is making a 
tremendous hit. Brilliant color, tough and 
zs remarkably wear resisting. 


F. 0. MERZ & CO. 


A Complete Line of Personai Leather Goods 
750 N. 45th ST., PHILADELPHIA 4, PA. 


225 FIFTH AVENUE, NEW YORK 10, N.Y. 


Creators of the Famous “QUICKY”, “LITTLE NIFTY”, “MERZFOLD”, 
“ZIPACK” and other popular items. 








Cut but Unset 


Total ... sgeeces 167,948 $29,224,927 $174.01 1099 
ES 28 4,594 164.07 
CODE. rsnsecceerccces 43,658 6,745,401 154.50 989 
British Guiana ...... 532 61,162 115.00 02 
| SR er 25,031 4,219,310 168.56 44 
United Kingdom .... 10,107 1,999,887 197.87 68 
Netherlands ........ 20 11,428 571.15 
Belgium and Luxem- 

DOUPK 2+ cc eccscces 576 129,061 224.06 0.4 
U.S.S.R. ......602+- 1,486 202,180 141.00 0.7 
Palestine and Trans- 

Jordan .....ccc0e: 53,883 9,337,281 173.29 819 


Union of South Africa 32,676 6,514,128 199.85 22.3 





DIAMOND CUTTING 


With the end of the war in Europe, an interesting question 
arises: With the destruction of the Belgian and Dutch indus. 
tries in 1940, those cutters who could escape scattered to the 
four winds. The American, South African, British, Brazilian 
and Porto Rican industries expanded overnight, and the 
Cuban and Palestinian industries were established. Will thoge 
workers, at the end of the war, return to the homeland or 
remain in their new-found homes? Presumably some will re. 
turn to Europe; others will prefer the relative safety of 
America, whether North or South. Rumor has it that many 
emigres have already applied for passage on the first passen- 
ger steamer to Europe after peace is declared. But at least 
a labor shift of some importance is likely in the industry after 
the war. Those who return to the homeland are likely to sell 
their diamonds, largely small, for their passage money: the 
price of melee is likely to be adversely affected. 

It is also likely that some 4000 or 5000 cutters immured in 
Europe during the war will begin to practice their trade, 

In August the fear of early resumption of cutting in Bel- 
gium upset the diamond industry. 

In 1944 there were about 14,000 employed in the cutting 
trade throughout the world, as opposed to about 11,000 in 


.1948. While this is only about one-third the number of cut- 


ters employed before the war, it was more than sufficient to 
supply world demand for cut diamonds. This is indicated by 
the fact that there was no real shortage of polished goods, not- 
withstanding the fact. that about 20 per cent of the year the 
cutters were idle. This was due largely to strikes, lockouts 
and vacations, but also in part to temporary ‘shortages of 
rough (or, more specifically, in the exact grades each country 
preferred to cut) or to poor demand for the product. 


(To be continued in September issue) 


EMPHASIS ON EXPERT SERVICE 
(From page 180) 


tion that the store is equipped with all of the modern in- 
struments for gem testing. Frequently pictures of the 
instruments are run, with descriptions of how they are 
used. 

The Schmidt newspaper advertisements are constant, 
and their distinctive quality makes them long remem- 
bered. An individualized signature in reverse plate 
heads all ads. The signature cut at the foot repeats this 
style in smaller letters, and preceded by the initials. The 
sign on the front of the store consists of this same signa- 
ture—greatly enlarged, of course—in white letters 
against black glass. 

Headline ads are used, with one word in heavy black 


standing out alone above the remainder of the copy, — 


which bears on the headline theme. 


Typical is the sample reproduced herewith, headed ‘ 
“Heirlooms.” Text beneath referred to Mr. Schmidt's — 


ability, as a registered jeweler, to recognize quality and 
flawlessness in diamonds, and intimated that such gems 
would find their way into families who will revere them 
as heirlooms for generations to come. 

The store uses outdoor advertisements, too, finding 
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pillboards especially productive of results in this outdoor 
country—even in the winter. Twelve billboards placed 
go that each part of the city is covered, carry the store 
name, with the identifying signature cut, and emphasize 
quality merchandise. 

Radio is also used in a 15-minute program once a 


a a 


week. 


| PLANNING NEW STORE 


| Asa result of all these methods to publicize the store’s 
prestige in the fields of gemology and watch repairing, 
it has gained—and maintained—the confidence of an in- 
creasingly large number of people, so many, in fact, that 
anew store is planned for postwar expansion. 


| oe 


This new store will be located on a main business 
street (the present store is a few doors off this street). 
It is to be 25 by 75 feet in size, and so laid out that cus- 
tomers will not only find it convenient, but will be able, 
also, to see the entire sectionalized departments on each 
visit. A diamond room will be at the front, and the watch 
repair section toward the rear. 


A gift and china section will occupy the rear of the 
store, where: shelves holding stock will be backed by a 
heavy corrugated glass reaching from the floor to the 
ceiling. This glass will hide the work rooms at the back, 
a but will permit light to shine through to give exquisite 
. lighting to merchandise on the shelves. All giftware, in- 

cluding imported glass and china, is of fine quality, and 
g will be featured highly in the new store. 
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As in the present store, much attention will be given 
to window displays. Mr. Schmidt favors single theme 
displays because they center attention on a few items 
with greatest results. Recently Chinese figurines with a 
single Chinese picture at the back made a most effective 
display, which resulted in much interest in the Chinese 
art objects within the store. Windows of the new store 
are laid out so that this type of window display will con- 
tinue to be one of the effective mediums for presenting 
merchandise. 

Salesmen are presented not only as salesmen but as 
craftsmen. Apprentices now being trained in the store 
under the government rehabilitation program will be a 
source of excellent workers in the new set-up. 

Many fine pieces of jewelry are made by the store. 
Gems purchased in the store can be given individual set- 
tins in rings or in pins. Postwar plans call for a special 
craftsman to be retained for that work and that only. At 
present, Mr. Schmidt does this type of work himself but 
in the new set-up he will not be able to do that and man- 
age the store also. The work will, however, be under his 
supervision. 

Mr. Schmidt sums it up this way: “We can’t hope to 
beat the department store on quantity or on price, but 
we can offer a specialized expert service that the big im- 
personal establishment can’t match. That, we beliefe— 
and our experience has shown—is the most effective way 
for the specialized merchant like ourselves to beat com- 
petition.” 
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2 Garden St. Newark 5, N. J. 
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 The-recent removal of 
our offices and facilities 
to 2 Garden Street, 
Newark, New Jersey will 
certainly mean more for 
you in the near future. 
Here, at #2, we have 
larger floorspace, greater 
maneuverability—all 
adding up to future in- 
creased production. Like 
many other manufac- 
turers, we have to mark 
time until Japan is de- 
feated. When that time 
comes, youll be getting 
Church Rings & Jewelry 
—not only in quality, 
but quantity. 
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of Fall and Christmas 
BUYING 


Our New Lines 
Are Ready! 


INDIVIDUALIZED 


Jewelry 
~ Displays 


FOR BOTH WINDOWS 
AND SHOWCASES 


Exquisite Designs, 
THE FINEST EVER! 
Newest, Smartest Ideas! 


Abo 


COMPLETE LINE OF 
SHOWCASES and WALL CASES 


IN NEW YORK— 
THE WELCOME MAT IS OUT 


We extend a cordial invitation to those who 
will be in New York during the coming months 
to view our latest presentations at our show- 
room which is in the charge of Mr. William 
Bloom. 


PROMPT DELIVERIES 


Inquiries Welcome 


WILLIAM KORN & CO. 


Designers and Manufacturers 


30 West 47th Street, New York 19, N. Y. 
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GEM PRODUCTION AND IMPORTS IN 1944 


(From page 182) 


Mines. Value of uncut stones for jewelry mined in th 
United States in 1944 was only $41,000 against $67 Oke 
in 1948, and $150,000 in 1942. F 

Turquoise was the leading gem produced, its value 
being about $17,000. Agates, jaspers, and related 
quartz minerals probably were next in importance. Most 
of them were obtained in Washington and Oregon. Othe; 
producers were Montana (moss agates), Arizona (agat- 
ized wood and chalcedony), Idaho, Colorado (agates) 
South’ Dakota (agates) and Wyoming (Sweetwater mines 
agates). Scotts Rose Quartz Co., Custer, S. Dak., solg 
a little rose quartz for jewelry use, and larger quanti- 
ties of lower grade material for rock gardens, 

Bert A. Rhoades reports that 3,000 to 4,000 pounds 
of jade (nephrite) were mined in the Lander, Wyo. 
field. Chinese agents purchased 5,890 pounds of Wyo- 
ming jade during the year to be shipped to China after 
the war. 

The Montana sapphire industry had a poor year, 
Virtually all this sapphire is used industrially, only a 
small percentage being set in jewelry. The Perry- 
Schroeder Mining Co. of Helena, Mont., operated dur- 
ing only the first four and a half months of 1944, [t 
produced about 4,500 ounces of culled sapphire con- 
taining $200 to $300 worth of gem material. No other 
Montana sapphire mine operated. 

Other gem stones produced in the United States in 
1944, though in small quantities, were transparent albite 
(Newry, Maine), amethyst (Stow, Maine), aquamarine 
(Newry, Maine; New Hampshire, North Carolina and 
Virginia), ceasium beryl (Maine), garnet (Arizona), 
golden beryl (Maine), obsidian (Arizona), peridot (Ari- 
zona), white topaz (Maine) and colored tourmaline 
(Rumford, Maine). 


STYLED FOR TOMORROW 


(From page 184) 


our plans to open a retail store in connection with our 
wholesale manufacturing and jobbing business. In this 
way we had all our material before it was learned that 
conclusions had been jumped at rather prematurely.” 

For that reason Blanchard’s has an impressive heavy 
plate glass front. The right-hand wall, as one enters the 
store, is of beautiful, dark red Pittsburgh glass with oc 
casional marble-like streaks of black running through it. 
This wall of glass runs from the sidewalk and well into 
the store, from floor to ceiling. 

The floor inside is of modernistically cut inlaid lino 
leum; cream-colored, marble effect at the entrance and 
deep red in front and behind the bleached hardwood 
counters. The counter fronts slope back and the base is 
protected by black linoleum to enable customers to stand 
comfortably close to the counter when inspecting the 
wares displayed on velvet pads under the plate glass 
tops. : 

At present Mr. Blanchard employs eight people in the 
manufacturing part of his business. These men mani 
facture four types of silver bracelets which are sold t 
dealers throughout the West and down in Texas and 
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Louisiana. The manufacturing division is located in the 
palcony of his store, out of sight of anyone in the store 
put partly visible from the street. 

Bracelets manufactured by Mr. Blanchard are dis- 

layed in counter-tops on the main floor and in the out- 
side display cases, as are the various lines of earrings, 
compacts, silver salt and pepper shakers, costume 
jewelry of gold and silver and beautiful stones. One of 
his specials is the Coblentz purses of patent leather and 
plastic, and of red and brown leather, priced at $15 
and up. 

“I was a bit uncertain about going into the retail end 
of the jewelry business,” admitted Mr. Blanchard, “be- 
cause I had been in the wholesale and manufacturing 
part of it so long, but we have enjoyed particularly good 
business. Of course, right now business is good any- 
where, in almost any line, if you have anything at all to 
sell. But indications seem to point toward a good post- 
war business, too. 

“We find that people like our store and like our prod- 
ucts. They seem to like the way the store is lighted, 
partly through indirect fluorescent lighting and partly 
through recessed lighting. And they like the way we 


. have displayed our jewelry in a manner that makes it 


completely visible for close scrutiny and comparison.” 
Although the store does not cover much space the 
available area has been efficiently utilized to make the 
place seem larger than it really is. A desirable illusion 
of greater size has been attained that assists in making 
customers feel at ease even then the store is crowded. 





The store is heated or cooled by an air circulating de- 
vice in the balcony which insures a uniform flow through- 
out the store without causing too great a movement of 
air. 

“There are many people who wonder why we chose a 
time like this to go into the retail field,’ remarked Mr. 


Blanchard. “They talked about current restrictions, 
about the uncertainty of post-war years, and such, but I 
have faith in Denver and the West. I have faith in 
America. We have all made our mistakes and we have 
learned some mighty costly lessons. But we are going to 
come out of it and be better than ever before. I had my 
store designed along the lines of tomorrow, streamlined 
and efficient because it is an investment in tomorrow— 
America’s tomorrow.” 


NEW FIND OF LAPIS LAZULI 
(From page 188) 


chipped surface showed a brilliant blue color, quite dif- 
ferent from anything that he had ever seen. Upon inves- 
tigation and research, he found that he had discovered a 
deposit of gem quality lapis—the only one which had 
ever been found on the North American continent. 
Pieces of it were cut and polished and then submitted to 
Dr. Stevens, of the Colorado School of Mines, who veri- 
fied the identity of the find. Several leading jewelers, 
such as Hardy’s of Colorado Springs, were consulted. 
They declared that the specimens submitted by Mr. 
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Anderson equaled or excelled specimens in their stocks. 
Dr. A. Wetmore, assistant secretary of the Smithsonian 
Institution, pronounced them to be equal in quality to 
those found in any part of the world. 

Chemically, lapis lazuli is a calcium aluminum silicate, 
which in many specimens contain particles of iron 
pyrites, giving them the appearance of being flecked 
with gold. The chief constitutent is a deep blue mineral 
called lazurite (not to be confused with lazulite, which 
is an entirely different mineral). Its name was derived 
from the Arabic word lazward, meaning, the sky, and 
more generally for anything blue. For rings and 
brooches, the stone is especially pleasing when mounted 
in gold. The sprinkling of iron pyrites,-which, when oxi- 
dized, resembles gold, harmonizes with the gold setting. 
The larger stones are equally attractive when mounted 
in silver. 

Lapis lazuli is also a favorite material for beads and 
for small carvings, especially in the Orient, and many 
beautiful objects of art have been made from it. The 
discovery of this American deposit may help to give still 
wider popularity to this beautiful blue stone. 





TRAINING PLAN FOR NEW PERSONNEL 
(From page 190) 


who face the necessity of training new, young personnel 
after the war. 

It takes a minimum of from two to two and one-half 
years to train a jewelry salesman, Mr. Helfer points 


out. Under the veterans’ program the training 
could be extended to the full four years, and that Would 
not be an unreasonable time, he feels, considering the 
variety and type of knowledge the jewelry saloaiil 
must possess. 

At the suggestion of a Veterans’ Administration rep- 
resentative, Mr. Helfer is outlining a course of study 
which will be supplied the veteran entering the trade 
and which will teach by practical experience as well ag 
through coaching by his employer. 

He will have this program of instruction sent to the 
1565 larger retail jewelry outlets in Pennsylvania, Th. 
veteran would be taken on for a 30-day trial period at , 
beginner’s salary. If at the end of the 30 days he dem- 
onstrated his aptitude for the business, his training 
would continue, with his progress gaged by means of 
written examinations every three months. 

The junior clerk veteran should be given an opportn- 
nity to work with all the experienced jewelry salesmen 
in the store, and instructed and supervised by the store 
owner or floor manager. 

In general, this work-study training course of the stu- 
dent jeweler would be divided into these six categories: 

I. Gemology. Only the experienced jeweler appreci- 
ates the knowledge and experience that lies in the mind 
and fingers of the gem salesman. The many different va- 
rieties and grades of stones that test the ability of the 





proficient gem merchandiser require long and patient 
study under competent instruction. The veteran may be 
amazed and awed at the task presented by the case filled 
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with glittering wares. He may wonder if he will be able 
to some day match the skill of the seasoned jeweler in 
distinguishing between the precious and semi-precious 
stones, and between these and the synthetic types. The 
ability of the finished operator to pick out the best from 
the less valuable, to detect the microscopic flaws that be- 
tray the imperfect jewel is something that cannot be 
culled from books without the aid of practical experi- 
ence. If anything can be classed under the heading of 
education it is the imparting of this delicate art. 

II. Service selling. When he enters the jewelry 
trade, the novice learns that there is much, much more to 
buying and selling a watch than there is to say, purvey- 
ing a dozen eggs. Horology is one of the essentials in the 
jewelry trade. The jeweler, it is true, need not be a 
watchmaker, but unless he is familiar with the different 
styles of timepieces and can estimate closely the cost of 
parts and the labor required, he is worse than helpless 
in this important part of the jeweler’s service. 

In addition to the American makes, the student 
jeweler must learn the various types and quality of im- 
ported watches if he is to become proficient in his trade. 
He must know the availability of parts and repair ser- 
vice in order to arrive at the proper quotation for service 
and repair jobs. 

III. Precious and semi-precious metals. The student 
jeweler must acquaint himself with the stamping laws 
and commercial standards which govern the marking of 
the various metals used in jewelry manufacture. He 
must acquire the necessary knowledge to deal intelli- 





gently with gold, gold filled and gold plated wares. He 
must learn to know about Sterling silver, silver plate 
and the various patterns and weights of silverware. 

IV. General merchandising. The person entering the 
jewelry business must learn the principles of merchan- 
dising. He must become familiar with sources of sup- 
ply, types and grades of merchandise, guarantees and 
the wearing qualities of different kinds of merchandise. 
Training in the jewelry business involves. study of re- 
lated lines, such as leather goods. 

V. Display. The purposes and techniques of window 
displays and interior displays form an essential part of 
the thorough education of the newcomer to the jewelry 
business. Because of its value and beauty, jewelry re- 
quires specialized treatment in assembling a display. 

VI. Selling Ability. Selling jewelry, like selling 
other commodities, requires study of customer psy- 
chology and cultivation of the ability to meet people 
of divergent personalities without striking a false chord. 
The jewelry salesman must have a pleasant personality, 
which is an asset in all selling, and he must know how 
to sell with restraint. He must know when to make a 
big sale, and when to make a small one. 

Opportunities for the returning veteran are not lim- 
ited to selling positions in the jewelry business. The 
jeweler needs men who can do credit work or can learn 
to do a job in bookkeeping and accounting. Veterans 
with disabilities can find a place for themselves in the 
jewelry business, if not on the sales force, in the office 
or repair departments, Mr. Helfer points out. 
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August CHARS 





The Jay Kel Parasol 
A real little parasol with 
pendant rhinestone 
raindrops (Design Pat.) 
165 /10—$60 doz. 
Earrings 5641—$18 doz. 


Dangling Heart Pin 

An exquisite love token. 

set with turquoise 
cabochons. 

5066—$36 doz. 

Earrings 5066E. 
$18 doz. 


ALL MADE IN 
COLD PLATED 
STERLING 
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JAY KEL JEWELRY CO. 


307 FIFTH AVENUE 
Chicago: 36 South State Street 
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The Helfer Plan seems to offer the type of intelligent 
planning by industries and communities which is neces- 
sary if the country is to keep faith with the veteran. 
He hopes it will stimulate similar programs not only in 
the jewelry business in other states, but in other fields 
of endeavor. 

Mr. Helfer is himself a retail jeweler, operating a 
business which was established by his father, the late 
Ben Helfer. In addition to being president of the state 
association, to which office he was elected in 1944, he is 
a member of ANRJA’s legislative committee and is hon- 
orary president of the Retail Jewelers of Western Penn- 
sylvania, which he served as president for four one-year 
terms. 
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BUILDS TRADE ON INDIVIDUALIZED SERVICE 
(From page 192) 


All of the jewelry displayed in the show cases and 
store windows is made by the company except for the 
less expensive jewelry. 

“Perhaps we’re a little old-fashioned in taking great 
pains to make exactly what the customer wants whether 
it is inexpensive or costly,” Mr. Pailet said, as one of the 
workmen showed him an engagement ring he had made 
to match a flowered gold wedding ring. After the ring 
was polished the man took it to the bride, came upstairs 
smiling, and said, ““The woman said the ring looked nicer 
than she had imagined it would.” 

“It pleases us when the customer is satisfied,” Mr. 


Pailet said, ‘and the finest compliment we can get jg. 
when the customer is happy over a job we have done. 
We always have the man who did the job deliver it, Tha 
way he feels the responsibility of the workmanship jp 
being identified with it—and of course, it satisfies his 
pride. At the same time the customer derives satisfac. 
tion from talking to the man who did the work. 

“We have the largest special order business and trade 
shop in the South, and at present have 29 workmen jp 
our manufacturing and special order shops. We have had 
some difficulty finding people to train during the way 
since almost every one expects war factory wages no _ 
matter where they work. However, we do find some who 
are satisfactory because they prefer steady work ang — 
wages to the uncertain employment of the war factories, — 
despite their higher wage scale.” 


CHRISTMAS COMES EARLY—OVERSEAS 
(From page 194) 


which will be of greater strength and will permit more 
compact packing within the five-pound weight limit than the 
containers previously used. Each box should be securely — 
tied with strong cord, preferably by four separate pieces, — 
two lengthwise and two crosswise, knotted at the cross- — 
ings. Sealing the flaps with gummed tape strengthens _ 
the box, but the use of such tape alone is not too satis- © 
factory since the tape loosens if the boxes become wet | 
or damp or are exposed to moist atmosphere. Boxes 
(Please turn to page 238) 
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Pictures Of Charms 
Are Enlarged... 


Actual sizes are slightly 
larger than average charms. 
Solid castings with fine de- 
tails. 10 Karat gold with 
24 K. fine finish or sterling 
silver. 
DISNEY Numbers | to 7 in Sterling Silver 


PRODUCTIONS $12.00 per dozen. 


No. 8 in Sterling Silver $6.00 Doze: 
Pieces (Not Sets). 
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Numbers | to 7 in 10 Karat Gold with 
24K English Finish, $7.50 each. 
No. 8 in 10 Karat Gold, $3.00 each 
piece. 

(Order No. 8 by piece, not by set.) 


Terms, 2% E.O.M. 
F.0.B. Los Angeles 
Non Rated Firms C.O.D. 
More Walt Disney Numbers Soon! 


321 Loew's State Bide 
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Those who handle precious metals 
will have scrap.in some form. 
Whether it be sweeps, sink settlings, 
polishings, filings, bench sweeps or 


OLD GOLD 
SILVER — PLATINUM 


rings, chains, cases, pins, spec- 
tacles, gold filled and plated scraps, 
you can be assured of accurate 


returns when you 
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DEE«,CO. 
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THE DIAMOND CUTTING INDUSTRY 
(From page 186) 


PRICES OF GEM ROUGH DIAMONDS 


The following table shows prices of two qualities 
(first and second) of blue frosted diamonds, varying in 
size from one carat to 13 carats each, on two different 
dates—November, 1939, and February, 1945. The 
prices shown are London wholesale prices. Examing. 
tion of this table shows that as compared with Novem. 
ber, 1939, the prices of first quality blue frosted dig. 
monds in February, 1945, were from 105.6 per cent to 
146.7 per cent higher, and on the average 119.9 per cent 
higher; the prices of second quality blue frosted dig- 
monds were 79.1 per cent to 161.0 per cent higher, and 
on the average 108.8 per cent higher. In general, the 
greatest relative increase in prices occurred in those of 
diamonds of two carats and less each. 


I 





Prices per carat 
Percent increase of 
February 1945, 
prices over those of 
November 1939 





First quality Second quality 





es, 


Size of | November | February | November | February 
diamonds 1939 1945 1939 1945 First { Second 
(Dollars) | (Dollars) | (Dollars) | (Dollars) | quality | quality 








27.47 64.56 22.57 57.50 | 135.0 | 154.8 
31.40 73.64 25.51 66.58 | 134.5 | 161.0 
39.25 96.84 33.36 86.75 | 146.7 | 160.0 
54.95 129.12 45.13 97.85 | 135.0 | 116.8 
72.61 149.30 60.83 108.95 | 105.6 79. 
82.42 173.51 67.70 121.05 | 110.5 78, 
90.27 193.68 72.61 131.14 | 114.6 80 
100.08 207.80 78.49 141.23 | 107.6 79. 
104.00 221.93 81.44 151.31 | 113.4 85. 
123.63 a ace, Reece: 131.7 |... sm 
Dees ee 92.23 PAE TBE) cisein ia 118.7 
Average 72.61 159.69 57.99 116.41} 119.9 | 1008 
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The diamond cutting industry in both continental 
United States and Porto Rico is only partly unionized 

At present there are two unions in the industry it 
continental United States and one union in the industigg 
in Porto Rico, as follows: 


Diamond Workers Protective Union of America. x 


Diamond Workers Union, Local 123 of the Interna 
tional Jewelry Workers Union. 

Diamond Industry Workers Union of Porto Rico. 

The Diamond Workers Protective Union of America 
is the oldest union in the industry. Its membership 
consists for the most part of workers with many years 
of experience as diamond workers. While the union has 
no written collective agreement with any employer, its 
members work in any shop which pays the piece rates 
agreed upon from time to time between the Union and 
the United Diamond Manufacturers Association (em- 
ployers association). 
American Federation of Labor. 


The Diamond Workers Union, Local 123, was estab- | 


lished in 1944. Its membership consists for the most 
part of workers who have entered the industry for the 
first time since the outbreak of the war. The union 
reports that it has closed shop agreements with 40 shops 
employing approximately 700 workers. In addition, it 


cla‘ms an equal number of members in open shops. The 
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MANY MORE MOVABLES— 50 aoe: 
t DIFFERENT CAST NUMBERS 
: SAMPLES WILL BE SENT ON REQUEST 
AS 1— Ox-Cart 7—Concertina 14—Baby Scale 
ts 2—Horseshoe (| Love You) 8—Rickshaw 15—Faith, Hope & Charity 
id 3—Swivel Chair 9—Dust Pan 16—Trailer 
4—Indian Headdress 10—Ironing Board 17—Sled : 
id 5—Mail Box 11—Rocking Chair . 18—Grinder 
n- 6—Scissors 12—Locket—Marriage License 19—Baby Buggy 
13—Wishing Well 


1Silgo Jewelry Manufacturing Company 


ie 209 Post Street, San Francisco, California 


From Out of the West — — — A New Leader 
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union was chartered by the International Jewelry Piece rates in effect for polishing brilliants, by gizg a d 
Workers Union, which union, like the Diamond Workers diamonds, May, 1945 ¥ 
Protective Union of America, is affiliated with the ——_ 
American Federation of Labor. Piece rates per carat (cut weight) 

The Diamorid Industry Workers Union of Porto Rico i 
was established in 1942. The Union has collective Continental U. S. Puerto Rico 
agreements with five plants employing 497 workers. The . a 
agreements of this union, like those of the Diamond Diamond | Appren- | Appren- | A 
Workers Union, Local 123, provide for the closed shop. “ hail — pve tnt ; bee we tices with 

. n ° . : verage amon nion, e thir ée fourt 7 
The Union is affiliated with the General Confederation cuts ‘| Watew | kent tie: | come | sete — 
of Workers of Porto Rico. of each | Protective | (5 plants) | of their | of their | two year 

Practically all productive workers (1) employed in diamond | Union of appren- | appren- | and jour. 

; : : pa seid in parcel | America | Average ticeship ticeship | neymen 
the industry work on a piece rate basis. An importan (carats) | (Dollars) | (Dollars) | (Dollars) | (Dollars) | (Dollan) 
exception is first-year apprentices employed in the in- nea 
dustry in Porto Rico and apprentices and learners em- 08 51.84 Fe 19.90 92 39 O48 
ployed in the industry in continental United States, (2) .10 43.20 a 16.59 18.67 20.74 

: : : 15 30.96 * 11.89 13.37 14, 
who are usually paid on a time basis. “90 - « “ Sp ~ Hy 
20 31.11 * 11.95 13.45 14,94 
POLISHERS’ PIECE RATES .30 27.00 21.19» 10.37 11.66 12.96 
.35 24.07 19.31 9.24 10.40 11.55 

The only data available on piece rates is the amount 40 21.87 17.45° 8.46 9.52 10.58 
paid to unionized workers engaged in polishing brilliants , is a a a 4 
weighing from eight points each to 55 points each (cut ‘55 17.67 14.62> 6.78 7.63 ‘a 
weight). This represents about half of the workers in 
this class, the other half being the non-union members. ® Not available. 

The union rates are shown in the following table. » Data for three plants. 
° Data for four plants. 


Since a carat of rough will produce on the average 
about one-half carat of cut, a comparison of the prices 
of rough stones of one carat size with the wage rates of one-half carat size in top quality. For smaller stones 
paid for polishing stone of 50 points finished size throws or poorer qualities the ratio of labor cost to final price 
some interesting light on the relative influence of ma-__ is higher, since the cost of the rough is materially lower, 
terial and labor costs in the price of a finished diamond while the wage scale remains the same. 











ALLOYS AND SOLDERS 


Niash Alloys and Solders 
are the finest in the busines, 
created by our metallurgists 
for jewelers who demand quak 
ity. Our line is complete for all 











e} Rope design comes in 8, 3%, 

Al Made in widths from 5, and 64MM widths. 
2MM to 10MM, as well 

pj as various heights. 






- all dimensions. 






E 
| Made to specification in 
Z 





colors‘and karats. 








The NIASH REFINING COMPANY 
takes pride in its. fine reputation... 


















Consult uso ’ 


your wire problem— 4x 
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‘| DISCHARGED VETERANS 
THE MOST POPULAR RING IN AMERICA 

AUTHENTIC ‘‘EUROPEAN"’ = ait ~\ 

OR "SOUTH PACIFIC’’ BEN . 

COLORS ON STERLING N 

SILVER OR 10-KT. GOLD De 

#522 mh 

South ache owes of Operations 

ae 
ce Purple Heart (awarded for wounds) 
as) 


—— TS ctual Colors 


CLOISONNE ENAMEL 
—_ 10-Kt. GOLD or STERLING 
Al Permanent Record of Seruice 
For Men Whe Fought Overseas 


A “Cloisson-Art” origination in authentic ribbon 
colors. Wherever rings are sold this ring is a sen- 
sation! The perfect gift for our returning heros... 
Sweethearts, husbands, fathers, brothers, sons... 
All who have earned service ribbons appreciate a 
gift of a campaign-ribbon ring. 

“CLOISSON-ART” creations include Lockets, Crosses, 

Crucifixes, Masonics, Lodge Emblems and Rings. 


SOLD EXCLUSIVELY THROUGH JOBBERS 








eS - = Ff A Is 


CALIFORNIA 


a\0.E. LEEDS & CO. tos sncuues, cauronnin 
BAAR ER OE pp 


oR AuGusT, 1945 237 









CHRISTMAS COMES EARLY—OVERSEAS Third Line—His A.P.O. (Army Post Office) oy p 4 
P. O. (Fleet Post Office) Number. 


(From page 282) Fourth Line—Care of Appropriate Post Office through ‘ 

which the package is to be routed. 

should contain sufficient cushioning material so that the For Example: 

contents will be tightly packed to prevent any rattling (Army) Private William H. Roe (Army Serial Number) 

or loosening of the articles within the package. Unless Company F, 167th Infantry 

completely packed and tightly filled, boxes are apt to be APO 810, c/o Postmaster 

crushed. 1 Ls gt New York, New York. 

Third consideration is the proper addressing of the (Marines) Corporal John Henry Smith, U.S.M.C, 
package. Every overseas Christmas package should be Ce, 7h." Dement Matias 
addressed correctly, completely and legibly, and plainly , rhe Fleet Post Office 


marked “CHRISTMAS GIFT PARCEL.” If possible, 
the address should be printed in waterproof ink or some 
substance that will not smudge easily. It is preferable 
that the outside address be placed directly on the box or 
its wrapping rather than on pasted-on labels. Experi- 
ence has shown that the labels frequently fall off when 
subjected to moisture. 

It is also urged that people write the complete address 
of the service man to whom the package is going, to- 
gether with a list of the contents of the parcel and 
include this inside the box, to help the Armed Services 
make delivery if the outside wrappings should become 
soiled or torn. 


San Francisco, Calif. 
(Navy—with 
Navy Number) John Morris Jones S/ic, U.S.N, 
Naval Air Station 
Navy 199 (One Nine Nine) 
c/o Fleet Post Office 
San Francisco, Calif. 
(Navy—On a 
Navy Ship) Lieut. Roger William Roe, U.S.N.R. 
U.S.S. MINNESOTA 
c/o Fleet Post Office 
New York, New York. 


Parcels should be addressed as follows: Mail for Coast Guard personnel is addressed the same 

First Line—Full Name, Rank, and Serial Number. as for the Navy, except that the words “U. S. Coast 

Second Line—His Army Organization and Unit; or Guard” are used instead of U. S. Navy after person’s 
Ship or Naval Station. name, 




















NOW AVAILABLE TO OUR CUSTOMERS .: . THE 
LARGEST QUANTITY OF DESIRABLE MERCHANDISE 
WE HAVE HAD TO OFFER SINCE THE WAR BEGAN. 
VISIT OUR SHOWROOMS AND... 


..- Get YOUR SHARE 
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returned express prepaid. 


JULIUS 


s 


JuLtius GoopMAN 








We Can Move Your Inactive Patterns 
iw STERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 


We will pay the expressage when you ship the merchan- 
dise to us and if our offer is not acceptable it will be 


GOODMAN & SON 


77 MapisoN AVENUE e MEMPHiIs 1, TENNESSEE 
JosEPpH A. GooDMAN 


Reference: THe JEweELeERS’ Boarp oF TRADE 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Sonweitugel Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring &- Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 
Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 

Melting Furnaces ; 
(Gas Fired & Induction—Various Sizes) 


Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 


Stee] Flasks—Carbon & Stainless—Rubber Sprue Bases 


Investments—(‘‘Cristobalite’’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


}ALEXANDER SAUNDERS & CO. 


| (Suee. to J. Goebel & Co.) Est. 1865 
} 95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 
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We are interested 
in purchasing 


ANTIQUE 


AND 
USED JEWELRY 


to any amount 








A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 















George T. Manning 
The Opal Specialist 

22 West 48th Street, New York 19, N. Y. 

Telephone BR 9-7199 












POPC a 


“Profits sure as babies are born”’ 


° 
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BABY'S first SHOES 


SOLID-1 7 ED 


REG. U.S. PATENT OFFICE 


AS LASTING GIFTS 















IMMEDIATE DELIVERY 


— 
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Priceless in sentiment, baby’s first shoes 
demand the utmost skill and care in Processing 
... QUALITY is all-important. 


SOLID-IZING is unconditionally guaranteed 
by the creators of the famous BRON-SHOE 
solid metal Process which had been halted. to 
speed Victory.* 


0.4.6... tp ba 


Choice of three beautiful finishes . . . two-tone 
copper bronze, Statuary bronze and antique 
Ivory ... all at the same low prices... start- 
ing at $3.95 pair unmounted. 


Liberal discounts ... alert promotional service 
. «- complete cooperation. You need only mail 
your customers’ shoes... we do the rest. Make 
the most of the great possibilities in SOLID- 
IZING for Christmas, anniversaries . . . the 
whole year-round. 


sf Once the famous BRON-SHOE solid 

metal Process is again resumed, you 
will have two distinctive services in 
two popular price ranges. Watch for 
announcement. 


Write for free catalog, display card TODAY 


BRON-SHOE CO. 


271 E. BROAD ST., COLUMBUS, OHIO 
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. from falling hair to snake bite. 


BIRTHSTONES FOR AUGUST. 
(From page 212) 


find them. Unfortunately, these pebbles, too, are smal]: 
perhaps we are asking too much of an ant to bring x. 
anything of any size. But interesting stones of a a 
or so have been cut from the ant-born pebbles. 

Peridot has few traditions associated with it, but 
Siculus’ account of its discovery is interesting. Pode 
ing to the story, it was only to be found in the Red Sea 
on a barren island which was perpetually surrounded 
with fog and guarded to prevent the unauthorized og). 
lecting of gems. Even those who were permitted to 
search could only find them at night, when they could 
be seen glowing. The usual procedure was to mark the 
spot and return the next day to dig it out. Peridot was 
not highly regarded as a talisman, more accessories than 
usual were felt to be necessary. Set in gold it was sup- 
posed to dispel vague terrors of the night, and pierced, 
strung on the hair of an ass and attached to the left 
arm it was thought to serve as a protection against the 
wiles of evil spirits. 

Probably the only known case in which the jewelers 
have out-smarted themselves in their use of misleading 
names for selling purposes, is the wrong, but universal, 
denomination of the small green stones so often seen in 
golden lizards, and similar jewelry pieces, as olivines, 
Actually, of course, they are the far rarer, more attrac. 
tive, and more brilliant green garnet correctly known a 
demantoid. Olivine is a mineralogical term and would 
better be abandoned to the mineralogists, as should 
topaz. 

The alternate gem for August, sardonyx, is just am 
other of the agate family of gem stones, and it gets-its 
name from the Greek word for its color, sard, and onys, 
derived from “nail,” is from the banding of a finger 
nail. The word onyx for the black ringstone material 
commonly dyed from gray agate is etyniologically a 
misnomer, too, but probably that can never be changed. 
Once sardonyx was found with natural color and as used 
by the Greeks and Romans it was a popular material 
for intaglios. However, today it all comes from selected 
agate mmsses which have been dyed to bring out the 
colors. Many of the Brazilian-Uruguayan agate boul 
ders have one side composed of perfectly flat layers, 
presumably those which formed the bottom of the cavity. 
When these are cut, flat banded stones suitable for cameo 
and intaglio cutting are produced. 

Though little regarded as gem stones today, they wert 
in considerable demand among the ancients. We know 
so many more attractive stones today (and what we fail 
to find we make), that we do not appreciate the dearth 
of suitable material two thousand years ago which drove 
those people to use the commonest suitable materials, 
the quartz varieties. Probably they lumped carnelian, 
sard and other varieties under the single group, and 
ascribed all sorts of potent cures to them. Eye agate 
were used to cure sores, the famous Aleppo stone wi 
one of these. Even today it is said to be used in Pers 
in the cure of epilepsy. We need not be too superiot 
about their ignorance, for no year passes with the mu 
seums without their quota of offerings, at a proper pri¢ 
of course, of guaranteed madstones, good for any hi 
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PRIDE OF ACCOMPLISHMENT 
(From page 218) 


“One of the first things I tell a new clerk,” says Miss 
Rutherford, “is that if, after working here for six 
months, her salary has not been inereased, she should 
quit. I feel that in six months’ time I can tell whether a 
clerk is going to make good. A girl who is anxious to 
succeed will thus make a real effort to learn the mer- 
chandise immediately. 

And here lies another point of Miss Rutherford’s per- 
sonnel methods. “Once a girl knows the goods she has 





This corner at the back of the store is devoted to the dis- 

of the several: lines of china which the store carries 
Cdively, Individual patterns are shown in the wall rack 

, and in the foreground, a complete table setting is shown. 





to sell, she’ll know how to present it to the public,” she 
believes. “Anyone of the eight can tell you the differ- 
ence between earthenware and bone china; sterling and 
plate. They know how to explain the use of all silver, 
china and crystal. Yet not one of them had ever handled 
merchandise of this kind before.” 

One of the rewards for continued service at Ruther- 
ford’s is an all-expenses-paid trip to New York. Miss 
Rutherford visits the big city twice a year, each time 
taking one employee, in order of seniority. They visit 
all the finer shops for merchandising pointers as well as 
the leading wholesalers. 

Little wonder that Miss Rutherford’s employees share 
in her pride of accomplishment! 





HEADQUARTERS FOR ART COLLECTORS 
(From page 220) 


for the display of the delicately colored figurines. These 
are well spaced so that each gets individual attention, 
thus bringing out the equisite quality of workmanship 
and design. Too, by stressing each object, the store im- 
presses on customers the individual value. 

These objects sell well, some for gifts, more to be re- 
tained by the purchasers themselves, many of whom are 
making collections of the exquisite figurines, and fine 
china animals and birds. The objects are bought too, for 
some particular spot)in the homes or simply to fill a 
desire to. possess some charming decorative piece. 
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Bunker Hill. 


Where early American patriots made their ms 


¥ 
eee 


Why S & gallant stand in 1775. 
Hill & Company...... 


distributors of quality jewelry : 


VISIT OUR SHOWROOM WHEN ’® IN” CHICAGO 
OR WRITE FOR COMPLETE-PRICE, LIST 


ull & company WHOLESALE JEWELERS> 
a" ; : eam - ; : 
-5 NORTH WABASH + CHICAGO 2, ILLINOTS © 16th FLOOR:> 


eMOVELTY JEWELRY > WATCHES © WATCH MATERIALS 





AND JEWELERS SUPPLIES: 


9? oh oli 
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GENUINE MAHOGANY WOODENWARE || 


hand cawed by nalwe cals man 


Exquisitely designed, beautifully finished tg” 
reveal natural graining of this fine wood. Be- 
cause of their proven acceptance by lead 

jewelers everywhere, these popular pie 

deserve a prominent spot on your counters, 
Send today for illustrated catalog showing. 
complete line or order items pictured by 
number. F 


LEAF TRAYS 
4—Three Section Light and Two-toned finish—22''x!0"' .$3.75 each 
£1/0—Three Sections—Two-toned finish—I6''x8!/""...... $2.85 each 
®3—Two Section—Two-toned finish—II"'x6l/2""........... $1.38 each 


BOWLS AND SERVERS 

Light and two-toned finish 
$3—Two section Pear Shaped Salad Bowl 12''x4"'..... $7.25 each 
B.W. 10—10"' diam. $5.84 each 
Mi NE is 05 by pale cake ides s Seo onedts cee tke 1.25 each 
B.W. 3— 3" diam. .60 each 
PBS feck eget, Only ais 55 6 ies 5 civics ve ved. oa dbee chine casio $1.42 per pair 
Ce LR Beer eee re 1.42 per pair 


The Pan American Barter Co. 
565 FIFTH AVENUE °¢ NEW YORK 17, N. Y. 





Do You Want to Sell § | Gems AND GEM MATERIALS 


. | . By EDWARD H. KRAUS and CHESTER B. SLAWSON | 
Your Jewelry Store? 
We are interested in buying a few stores in 
cities of 35,000 to 500,000. We will buy all This book describes practically every commercially 
iter assets and continue operating your impo dant gem and ‘gem material, classifies the 
material according to various properties, includes 
We Are Not Stock Brokers tables of comparative gem and gem material 
or Au cti oneers characteristics and presents available information 
You Are Dealing Direct | ommanutsctured gems. Written by two outetand- 
with the Buyer: ing authorities. Profusely illustrated. 


SEND ALL INFORMATION REGARDING ACCOUNTS— 
INVENTORY — FIXTURES — LEASE — RENTAL AND 
VOLUME. WE WILL ANSWER YOU PROMPTLY. 


ALL INFORMATION Price $3.00 Postpaid 
STRICTLY CONFIDENTIAL 


’ Write to BOX NO. “E 1716” AT ONCE. ™ 
: | THE JEWELERS’ CIRCULAR-KEYSTONE 
Care The ‘Jewelers’ Circular-Keystone 


100 East 42nd St., New York 17, N. Y. 100 East 42nd Street, New York 17, N. Y. 
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WdIte 12 (, Vet "3 


Thee View... 


“TROLS 


The last word in luxurious adornment 
and utility for the desk. This exqui- 
sitely made Lucite and Plexiglas 
(Onyx finish) Set is the ultimate in 
desk sets for home, office and school 


use... a truly distinctive gift! 


Open stock . . . pieces boxed and sold 


individually or in complete sets. 


6 piece set (shown above)... 
Price to the trade $24.00 net 
> piece set (without letter rack) . .-. 
Price to the trade $18.00 net 





— 


J vs } aa ‘ 
QA 


DESK SET 


™ @ ORDER TODAY FOR IMMEDIATE DELIVERY! 
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by ALBERT S. KES 





Located in an Lsha 
wing, the Wiss Gift § 
retains its own identity 
being maintained as ag 
pletely separate 










“Personal Touch” 
Builds Gift Shop Trade 






ORKING on the theory that there is a natural 
affinity between a jewelry store and a fine gift 
shop, Wiss Sons, Inc., Newark, N. J., one of the state’s 
oldest jewelers, decided about five years ago to open a fou ensaglee ot WH 
gift department. In the relatively short period that has advertising are the 
sinee elapsed, the Wiss gift shop has became highly pop- newspaper ad at 
ular and one of the most important departments of the Se date ae 
store. Maintained as a completely separate department, Gnd the direct mail 
set aside from the main establishment in an L-shaped yen “tg which 
wing, it retains: its own identity, while still an integral ET ne 
part of the store. Entrance to it can be gained both 
through the jewelry store at 665 Broad Street or by its 
own separate entrance around the corner at 22 W. Park 
Street. 

Believing that the prospective bride who comes into a 
jewelry store to select her sterling silver flatware is a 
natural customer for such related articles as fine china 
and crystal, the Wiss management planned from the be- 
ginning to place emphasis on china and glassware bear- 
ing prestige names. Following this policy, the gift buyer 
soon had on the shelves a fine line of china dinner ser- 
vices, service plates, dessert plates, tea sets, cups and 
saucers, etc. Across the aisle was such related merchan- 
dise as crystal stemware and drinking accessories, and 
articles from these two sections are often displayed in 
regular table settings on two tables’ provided for this 
purpose. 

The gift shop, measuring some 20 by 80 feet, is di- 
vided naturally by an arch into two sections. One of ; 
(Please turn to page 260) ' , : : 
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of flawless beauty 


by tiffin 


MPARABLE 





united states glass company... tiffin, ohio 
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,..as seen regularly 


m 


House Beautiful 


and 


Ho dae & Garden 

















ier Giftwares 


This handsome “Wedding bowl” is a 
reproduction of an early American 
design. Originally used for wed- 
ding cake, it is now useful for 
candy. It is 9/2 inches high and 
is made in crystal gloss or ruby 
and crystal. From Westmoreland 
Glass Company, Grapeville, Penna. 


° 


In fine Spode bone ching i 
the "Peplow" decoration, ong 
of this factory's early designs” 
richly enamelled by 
warm, bright colors, Esp 
well suited to Chipg 
Sheraton or Duncan 
styles of decoration. 
Mt 8 -, : in stock in full dinn 
"Chintz" is the appropriate name 3 Copeland & Thompson, i 
for this lovelf etched pattern . * 206 5th Ave., New York, i 
on the "Greenbriar" stemware a 
shape. It is also done on flat- 
ware. From the Fostoria Glass 
Company, Moundsville, West Va. 


% 


Baroque in design is this 
exquisite sterling silver 
tray, 6!/2" by 41/2" in size, 
with inkwell of cut glass 
topped with silver. The 
set may be sold at retail 
for $14. From the display 
rooms of Fanny Morse, 
225 Sth Ave., New York. 


These dressing table accessories are made of plastic 
and include perfume trays, hand mirrors, powder 
boxes, and picture frames. They are from the Law- 
rence Hunter Company and sold through the B. W. 
Rice Company, 712 S. Oliver St., Los Angeles. 


These trophy or memorium placques are of aluminum 
on wood, made in four sizes, the largest 10 by 12 
inches. They are aluminum finished with special deco- 
rative lacquer or with black anadize. From the Smith 
Metal Arts Co., Inc., 887 Niagara St., Buffalo, N. Y. 
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The favorite of every store from coast to 
coast, shown in many old, favorite shapes 


and designs as well as ‘new and startling 


innovations, being produced as fast as re- 
leases of aluminum permit. 


Attractively boxed dried fl 

ments in a new collection of stunning Fall 
designs and a riot of colors, specially ex- 
ecuted by an artist-designer for the modern 
American home of today. 


The finest of European workmanship made 
in America, Exceptional glazes, gorgeous 
life-like colors and strikingly natural poses 
in a new series of figures including gay 
nineties, southern figures and many others. 


% 


EXCLUSIVE SELLING AGENTS 


Eastern Show Room Western Show Room 
225 Fifth Avenue 527 West 7th Street 


New York 10, N. Y. Los Angeles 14, Cal. 





New Giftwares 








This Pekinese dog perched on his cushion, is beautifully 
in Jabeson China. The figure is 5!/2 inches in length and is ta 
ed in natural colors . . . It may be retailed for $10. A catola, 
is available. From Bernard Lipman, 261 Fifth Avenue, New Yel! 


Bethwood Royal China lamps with hand-painted figures moun- 
ted on filigree metal bases; custom-made shades in tearose 
“ylined with eggshell, trimmed with hand-made flowers. Lamps 
Bere 22" high. From Beth Weissman, 49 West 23rd St.,.N. Y. 


‘ 


Suited to the masculine 
son we these walnut 
bookends, 8" in 5 
Each end has a pe 
for four pipes. Cost is 
$5.50 a pair. From Brow- 
nie Art, 4253 Lincoln 
Blvd., Venice, California. 


——Pouting-colt bookends modeled in heavyi@ 
gloss me set ee glen bene are a 
' Art Products. They stand 11!" eight ai 
Just off the production line is this all-metal com- “be retailed for "56.60 a Mi. io 
pact, 4" in diameter, with. stylized’ engine-turned Rubel and Company, 26! Fifth Avenue, Nei 
<% design. Descriptive folder on line is available. From 
Minerva Products’ Co,, 1133 Broadway, New York. 


Purity of line charac- 
terizes these pieces in 
"China by Vincent," part 
of a new gift line of 22 
pieces in fine china. 
Oriental lotus flower dec- 
oration is in coin gold or 
underglaze pink and gray. 
From Continental Kilns, 
Inc., East Liverpool, Ohio. 
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Distinction in 


CERAMICS 


MONTICELLO DINNERWARE 


—truly a tribute to the American Home 


REGAL VELLUM DINNERWEAR 


—handsome patterns for promotion sales 


VONTURY ART PORCELAIN 


—master pieces of the ceramic art 


CONCORDE FINE CHINA 
—decorative pieces—table service accesso- 
ries and short lines—in distinctive designs 


"ORSAY" FINE CHINA FIGURES 


—true reproductions of Antiques 


OMEGA CERAMICS 
—American made Old World Fig- 
ures and other decorative accessories 


We cordially invite your inspec- 
tion of the outstanding lines 
upon your visit to the 
New York Market 


HERMAN C. KUPPER, INC. 


39-41 WEST 23rd ST., NEW YORK 10, N. Y. 
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By MADELINE LOVE é 


HE fact that a piece of pottery or glass—or any- 

thing else, for that matter—is an antique doesn’t 
necessarily make it better than the products of today’s 
manufacturers. In many cases, the glamour of oldness— 
the patina of time*“is the chief charm of an antique 
and a modern reproduction may be far superior in both 
quality and workmanship. Examine, for instance, 9 
piece of “fine old pressed glass,” the subject of many 
a collector’s fanatical interest. Is it actually as beanti- 
fully made, as sparkling clear, as free from defects 
as a piece of hand-pressed glass from a modern fag 
tory? Or look at a bit of priceless ceramics in the 
museum and compare it honestly with a good dinner 
service made nowadays. As an individual piece, it may 
be beautiful to look upon and its preservation over g 
long period of time gives it high prestige. But for 
soundness of quality in body and glass and for excellence 
of finish, it is usually topped by the day-by-day out- 
put of a good modern china factory. We have become 
so accustomed to looking for consistently high degree 
of workmanship from our china and glass factories that 
a “priceless old piece” slipped unexpectedly into a ship- 
ment might well be turned down as sub-standard.” 

* * 


ORD continues to come through from time to 

time on production possibilities in the Europeaa 
countries so recently freed from German domination, 
Belgium now reports that the only really big obstacle 
to a resumption of reasonably normal production of 
ceramics and glass, is a lack of coal. Plant facilities 
are virtually intact and the supply of labor is not so 
depleted as might be expected. 


+ + 


EWSETTES: No gift shows this year! Con- 

sidering travel conditions this is hardly news, but 
it has now been made official by George F. Little, follow- 
ing a meeting of the Eastern Manufacturers and In- 
porters Exhibit, Inc., and the National Gift and Art 
Association. “We hope,” says Mr. Little, “that travel 
restrictions and military necessities will be reduced 
sufficiently by next January to allow us to go ahead 
with our plans for 1946” . . . Newland, Schneeloch 
and Piek, Inc., of New York, has appointed the Adrian 
and Hummel Company, Dallas, Texas, to represent 
them in that territory; A. H. Dorman, Herbert J. Levy 
and the Fornari-Craftware Company are other gift- 
ware concerns to be represented by this firm . . . Wil 
liam H. Lederer, one of the china industry’s best-known 
and best-liked salesmen, has joined the staff of Bernard 
Lipman, of New York, and will serve as mid-western 
manager of the firm’s newly-opened showrooms in the 
Chicago Merchandise Mart where the lines of Jabeson 
China, Nancy China, and Princeton China are on dis- 
play . . . from Okinawa, no less, comes a letter to 
the Fostoria Glass Company asking for a catalogue 
so that the GI may select some pieces for his mother. 
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Chummy Set 


. 100 DBC 


OUND Acetate Drum. Size: 6!/," x 61/4," x 354". Containing fifty plain color clay 
coated standard book matches and fifty Beverage Napkins made from fine quality 
crepe paper. A most desirable party set. 
Matches and Napkins to Match 
Available in the following colors only: Red Border—Blue Border—Green Border. 


Write for Details 
IMMEDIATE DELIVERY 


Boxed Paper Leather Photo Frames 

Boxed Coasters Lucite Photo Frames 

Boxed Book Matches Boxed Playing Cards 
Many Other Items 


FRED ALBE cr SOULRES 


me aAatTOR. O 


ge 


finer Shings 4 he 


200 FIFTH AVE. ORCHARD 4-2804 NEW YORK 10, N. Y. 
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GEARED FOR POST-WAR ACTION 
(From page 214) 

Instead, we take an order which is always written up in 
the customer’s sight, and promise that we will keep the 
customer informed regularly when the pattern is re- 
ceived. This is chiefly a psychological point, inasmuch as 
it will usually require several months to get delivery on 
the pattern involved. But it does serve the purpose in 
that the customer is grateful for our pains, and will re- 
member that we do have the order on file.” 

Display in the Silver Room is still impressive, al- 
though patterns are limited, and there are fewer hollow- 
ware items on-the shelves. The fluorescent illuminated 
room displays a large amount of crystal with sterling 
deposits where solid silver was shown before, and mer- 
chandise is spaced out to occupy more area. - Flatware 
displays are still fairly complete in four counter-type 
display cases with benches, although the patterns, of 
course, are limited, and some have been taken off sale 
entirely until a reasonable stock backlog can be accumu- 
lated. 

The ledger record which lists all customers of the Sil- 
ver Room on a pattern basis is being kept up to date at 
all times through the war, even though the former direct 
mail followup which sold extra hollowware and addi- 
tional flatware has been discontinued. Periodical cards 
are sent, which will indicate whether the customer is 
still in San Francisco, and all “dead issues,” caused by 
customers moving away, are transferred to another file. 
As soon as silver. restrictions permit shipments of ster- 


ling to reach the store, the Silver Room is geared to 
swing into immediate action. 





A STUDY IN SELLING STERLING SILVER 
(From page 216) 


question of nearly 5000 women, and found that almost 
two-thirds of them were on the high side, some of them 
thinking that sterling is two, three or four times as ey. 
pensive as it really is. 


BREAKING DOWN THE "HIGH COST" OBJECTION 


This immediately told us our first job was to find some 
way to break down this mistaken idea that sterling ig go 
expensive. Analyzing the work we had been doing, we 
began to realize that our merchandising approach was 
all wrong. Too many times we had pointed to a lovely 
chest of sterling, and in an awed voice said something 
like, “Isn’t it lovely—it retails for $500.” 

As we began to learn, we changed our tune to: “Isn't 
it lovely—and just think, it only costs about $16 a place 
setting.” A place setting consists of six essential pieces: 
knife, fork, spoon, cream soup, salad fork and butter 
spreader. At different times over the years different man- 
ufacturers have tried to stimulate interest in selling vig 
the place setting idea, but unfortunately the idea never 
seemed to take hold. 

However, when we were at this stage in our own 
studies we found an important customer of ours had 
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Sterling Silver 


Watch Attachments &° 
Identification Bracelets 





SISSIES 


#650—Men’s flexible expansion Watch Bracelet 1/20 Gold 
filled on Sterling. Excellent workmanship. Limited quan- 
ty. Price $6.50 each 
#B-84—Sterling Silver Men’s extra heavy Identification 
Bracelet with strong curb chain and sister-hook catch. 
Price $5.50 each 


#825—Same as above in Gold filled on cnet. 
Price $8.25 each 


#2129—Ladies’ medium weight ems: Bracelet (not 
shown). Price $2.50 each 


#300—Men’s Link Watch Band. Ratchet buckle. 1/20, 12K 
Gold-filled—Yellow, Pink or White finish. Price $3. 00 each 


#200—Ladies’ Watch Band. Ratchet buckle. Phen 12K Gold- 
filed—Yellow, Pink or White finish. Price $2.00 each 


Write for our $150.00 assortment of fast- 
selling Sterling & Gold filled Costume 
Jewelry consisting of Earrings, Pins, Sets, 
Rings, Bracelets, etc. 


Immediate Delivery 


NANKING COMPANY 


423 Second Avenue New York 10, N. Y. 





























made very real progress with the place setting idea, g 
with his permission we took a leaf out of his bodk il 
tied it into a complete merchandising plan, which 
then took to our jewelers across the country. ; 

We based it on: (a) The progress that sterling is mah 
ing in the new market; (b) the great number of goehy 
teachers, office workers, stenographers, telephone ope, 
tors, nurses, etc., who are buying sterling; (c) the js 
creasing group buying a few pieces at a time; (d) ¢ 
important part of our market that has no connect 
with the wedding—married and single women byying) 
for themselves; (c) the fact that the trend could | 












accelerated sharply if we could but break down the y 
taken idea that sterling is so expensive. 

In going to our jewelers with a low priced pa 
we did not leave it to them to find their own solution § 
their problem; we took the solution to them. We ; 
signed a complete “Place Setting’ merchandising ¢, 
paign consisting of window and store displays, n 
paper mats, leaflets, radio script, etc. We split the ¢ 
with our dealers, and after an enthusiastic campaign 
placed the idea with some 90 per cent of them. Fo 
nately for us, several of our competitors took up 
idea and it was not too long before the entire trade y 
thoroughly sold on selling by “Place Setting.” : 

This time women accepted the idea—maybe becaugn| 
times had changed, maybe because everyone in the ij 
dustry got behind it. Whatever the reason, it has gor 
long way toward breaking down the “Sterling Is Exp 
sive” idea, and we believe has gone a long way to 
broadening our market. 

There is nothing complicated about what we did, 
is all based on the simple statement that before you can 
intelligently advertise, merchandise or sell, you must 
know: (a) Who buys? (b) How do they buy? (¢) 
What keeps more of them from buying? Once one gets 
started, he is surprised to learn how easily the facts w- 
earthed will fall into a pattern and how surely they will 
point to a simple solution. 



















"PERSONAL TOUCH" BUILDS GIFT SHOP TRADE 
(From page 250) 


these houses the china and glassware and related article 
such as fine figurines; beautifully modeled figures o 
birds and animals and other exquisite ornaments. This 
section is attractively papered in a Colonial type wal 
paper in a dusty pink shade with the woodwork and 
cases in a soft green. For lighting purposes, there iss 
handsome crystal chandelier suspended from the ceiling 

The larger of the two sections, beyond the arch and 
opening on the side street entrance, houses the wide 
riety of other gift items customarily found in such 
shop. Here are lamps, pictures, perfume sets, boudoit 
accessories, pottery, smoking accessories, picture frames, 
serving trays, cigarettes and candy boxes, pitchers, 
wooden salad bowls and serving pieces. 

In this room, concealed indirect lighting is used, snd 
here too the walls and woodwork are painted a soft, 
pastel green, a neutral and practical background for the 
colorful merchandise shown. 

A recent addition to this section is a Spice Cupboatt, 
featuring the spices, herbs, saucers, oils and vinegars # 
much in demand today. These are housed in an actusl f | 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


Fine English Earthenware 
[Fy] 


ENGLAND 


SPOULE ° . 
corriancscwina English Bone China 
ENGLANC 


Lowestoft Stone China 


Made by 

51012 W.T. COPELAND & SONS, LTD. 
Liet $1200 — 

Tax lneluded 


Available from STOCK in New York 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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A Stunning Metal Compact 


ze Just off the production line—this sparkling 
Tailored Crystal Photo Frame. Prompt Delivery! 4" Flapjack Vanity in exquisite engine turned 


No. 540—Hand-cut, with corduroy easel-back designs is destined to become a fast and 
5"x7" to 8" x 10" 2.75; 9x12" 3.50; 10x 13" 4.25 


profitable seller. 
Send for catalog 


Pioneers & originators in the manufacture of hand-cut & hand-decurated For detailed information write for 


CRYSTAL PHOTO FRAMES VANITY MIRRORS our illustrated folder No. M5. 
PERFUME TRAYS AND MATCHING BOTTLES 


MIRRO NOVELTY CO. MINERVA PRODUCTS CO. 


Room 933, 225 Fifth Avenue, New York 10, N. Y. 1133 Broadway New York 10, N. Y. 
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The TOLCHIN 


COMPANY 


is continuing to give 
prompt service on all 
available merchandise 


Those who have been buying from us the past 
few years know that we have, in the main, 
been able to maintain a fairly constant and 
workable stock of the various items consti- 
tuting our principal lines, as listed in this ad. 
We are prepared at all times to serve you 
with many salable items. Whenever our stock 
becomes depleted on any of our regular mer- 
chandise, we shall continue to fill your orders 
as promptly as such items become available. 


WATCH MATERIALS 


Staffs, Stems, Crowns, Jewels, Hour & Minute 
Hands, Second Hands, Main Springs, etc. 


JEWELER’S FINDINGS 


Gold Filled and Sterling Silver Spring Rings, 
Swivels, Sister Hooks, Bows, Spring Bars, etc. 


JEWELER’S SUPPLIES 


Ring Boxes, Watch Boxes, Locket Boxes, Pin 
Boxes, Cotton Filled Boxes, Trays, Velvet & 
Lucite Displays. 


JEWELRY ITEMS 


Gold Filled, Sterling Silver and 10K Gold 
Neck Chains, all kinds of Gold Filled medium 
and large Baby Lockets and Crosses, Baby 
Bracelets, Bangle Bracelets, Pins, Earrings, 
Pearls, etc. 


LEATHER GOODS 


Ladies’ and Men's Leather Watch Straps, 
ones Watch Chains, Bill Folds, Dressing 
ets, etc. 


* WRITE FOR CATALOG & 
Watch “Jalchin Company Grow 


WHOLESALE JEWELERS. | 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 
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Wiss as the Wiss Cutlery Store. The original place of 





maple corner cupboard, and are often combined with 
such items as wooden salad bowls, plates or Compotes ty 
form distinctive gifts. They have proven a popular item 
in these days of a food-problem conscious public, 
Another popular item shown in the gift department rs 
the famous line of Wiss shears, known nationally wher. 
ever cutlery is sold. These stem directly from the 9 
nal Wiss store, which was opened in 1848 by Jacoh 


business was at a nearby site. In 1910 the store way 
moved to its present location, occupying most of th 
street floor of the Wiss Building of 10 stories jn the 
heart of the downtown shopping district. The establigh. 
ment is now conducted by Jerome B, Wiss, third genery. 
tion of his family to actively head the store, and now ap 
officer in the armed service. 

For 97 years the Wiss store has been operated by the 
Wiss family. Such a record of personal ownership jg 
rare today, and the firm insists on its personnel maip. 
taining a friendly interest in the customers and theis 
needs. Great emphasis is placed on this factor in train. 
ing the sales force. The store wants its customers to fe¢] 
that they are friends as well as customers, a poli 
which undoubtedly pays off in good will and continued 
patronage, 

In the gift shop itself there are many evidences of this 
personal interest in the customers and their problems, 
An average of eight saleswomen (supplemented on holi- 
days and other peak seasons by part-time assistants) are 
kept well informed about the merchandise offered and 
are trained to go over customers’ problems sympatheti- 
cally, whether they are connoisseurs or merely looking 
around and seeking advice on the purchase of gifts or 
ornaments or accessories for their own homes. 

Whenever possible, sales persons make it a point 
to remember customers not only by appearance, but 
by name as well, and this personal touch, too, pays off in 
‘additional sales. It always pleases a customer to kh 
greeted by name, and a pleased customer is always easier 
to.sell, Also, if a saleswoman knows that a customer of 
hers is interested in a certain china or glassware pattern, 
she will often make a.telephone call to inform her that 
additional pieces of that china or glassware are now it 
stock, and to find out whether the customer would k 
interested in ordering it. 

Such personal interest is appreciated and often lead 
to sales which otherwise might not have been made. I 
these days of acute merchandising shortages, this per 
sonal contact and cumulative good will has been particr 
larly helpful as evidenced in the patience with whic 
customers are willing to wait for special order merchar 
dise which takes months and sometimes even a year # 
more for delivery. 

The gift shop advertising is done separately from 
that of the rest of the store and a gift shop ad is de 
voted exclusively to merchandise from that department 
Gift merchandise is also shown in great variety in bot 
the Christmas catalog and the spring anniversary cat# 
log issued annually by the Wiss store. In all these at 
vertisements, no matter what merchandise advertised, 
emphasis is placed on the theme: “A gift from Wiss is# 
compliment in itself,” a fact that is widely recognize 
both in Newark and in the widespread suburban are 
from which this popular store draws its clientele. 
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it is believed that the items covered 
will include precious and non-precious 
jewelry, men’s accessories, costume 
jewelry, novelty jewelry, compacts, etc. 
Not to be included are sterling silver, 
plated ware and watches. 


DECONTROL PROGRAM 


The program signed by Economic 
Stabilizer Davis authorizes a gradual 
pricé relaxation plan which calls first 
for trial suspension of control and then 
full exemption., According to the order, 
OPA may suspend price control on any 
commodity wherever such a suspension 
will not result in any increase in prices 
above the general level of existing ceil- 
ings for the commodity. It further 
authorizes OPA to exempt the com- 
modity from price control if after a 
reasonable period of suspension the 
price does not rise or threaten to rise 
above the pre-suspension ceiling. In the 
case of such suspension or exemption, 
the action must be submitted to the office 
of economic stabilization for approval. 
Items already selling below existing 
ceilings, such as quicksilver and alum- 
inum scrap, will also be affected. 


MAY BE RESTORED 


If, after suspension or exemption 
tom price control, the price of a com- 
modity should rise or threaten to rise 
above its pre-suspension ceiling, price 
control would be restored immediately. 
OPA is also given authority, under 
this order, to drop price control from 
any item, without OES approval, pro- 
how all of the following conditions are 
1. If the commodity does not enter 
significantly into the cost of living or 
into business costs. 

2. If control of the commodity in- 
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Economie Stadilizer Davis Signs Order 
Setting OPA’s Decontrol Program In 
Motion With Jewelry Among First To Go 


The exemption: of jewelry from price control is practically set now that 
William H. Davis, head of the Office of Economic Stabilization, has signed 
OPA’s “decontrol” order. With Davis’ signature, affixed to the program on 
July 23, the Office of Price Administration can go ahead with its plans to 
exempt jewelry and other non-cost-of-living goods from price control. 

No decision has been reached as to the extent of the exemption order, but 








OLD STYLE 





The Chinese worker above uses an ancient 
method in his silversmith's shop to turn out 
spoons for his countrymen. This photograph, 
sent us by a sergeant “somewhere in 
China", shows the casting technique still 
used there. The worker uses crude instru- 
ments and turns out a serviceable but brittle 
product. 





volves administrative difficulties which 
are out of proportion in relation to the 
effectiveness of the control. 

3. If suspension of price control for 
the commodity or exemption from price 
control presents no threat of diversion 
of materials, facilities, or manpower 
from war production, or any substantia 
diversion from the production of other 
commodities, and does not impair effec- 
tive price control with respect to other 
commodities. 


Price Control Over Jewelry To Go 
Under New Authorization To OPA 








Should Vets Be Allowed 
To Buy on Installments 
Without Regulation W? 


The fight between retail credit men 
and the Board of Governors of the Fed- 
eral Reserve System over the exemption 
of veterans from the strictures of Reg- 
ulation W continues with verbal blows 
delivered on both sides. Victory for 
the credit men, however, seems far from 
probable. 

When the credit people asked that vet- 
erans be allowed to pay less down and 
less each time for goods, Chester Mor- 
rill, secretary of the Board issued a 
statement refusing the request.. Said he, 
“Such a change may drive prices up and 
saddle the veterans with debts.” Earlier, 
Representative Eberharter of Pennsyl- 
vania had appealed for the exemption 
on the ground that credit restrictions 
were preventing the veteran “with his 
pittance of pay in the armed service 
from procuring the furnishings for a 
small home, the equipment to set up civil- 
ian housekeeping and the things neces- 
sary to get or keep a job.” 

Control of inflation, Merrill replied, is 
to the veterans’ interest and Regula- 
tion W helps control inflation. “If as a 
group, they find upon their return that 
prices are all out of reason, they will 
not feel their interests had been protect- 
ed in their absence”, he said, adding 
that it is not to their interests either 
for sellers to be allowed to load them 
down with goods at wartime prices “un- 
der the lure of easy credit terms”. Point- 
ing out that veterans and their families 
now make up a very large percentage 
of the population, he said that an exemp- 
tion would be “a long step in the direc- 
tion of nullifying the regulation before 
such action was justified.” 

One of the replies to this stand ap- 
peared recently in the bulletin of the 
Credit Bureau of New York. Emphasiz- 
ing that the reasons set forth by Mr. 
Morrill “appear quite weak and uncon- 
vincing” at a time when thousands of 
men and women are being mustered out 
of service daily, the writer stated that: 

“Inflation is caused by consumer com- 
petition for scarce goods and the remedy 
is to maintain price control, without 
which inflation would have run its course 
long ago, Regulation W notwithstanding. 
People who have an ample supply of 

(Please turn to page 287) 
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A Good Time Was Had By All... Pictorial Reviey 
Of the Boston Jewelers Club Outing June 20th 


In spite of a downpour which 
stopped all talk of baseball, golf 
and other outdoor sports, the jewel- 
ers of Boston managed to have a 
fine time at Ocean House, Swamp- 
scott, Mass., at their annual outing. 
A fine lobster dinner plus a little 
water-soaked horse shoe pitching 
and much renewing of old aquain- 
tance added up to one of the high- 
lights of the BJA’s social year. 

The evening entertainment pro- 
gram featured Lou Walters and his 


Latin Quarter revue. Arranged by . 

John S. Kennard, president; J. Shown seated left to right behind the table in the lobby of the New Ocean House as th 

uhh. Sak . id d awaited customers held up by the storm, are members of the committee: Ellsworth Red. of 
ou ook, vice-president, an Kettel, Blake & Read; Miss Elizabeth N. Brown, Secretary of Eastern Guild, Gemological 

Carl F. Lawton, secretary-treasurer, Institute of America; and Carl F. Lawton, Club Secretary-Treasurer. Standing behind. lef 

the outing was accounted a success to right: Edward A. Bigelow, Howard Clock Co.; Bernard E. Jackson, of E. H. Saxton Co: 


, Willi K. B _ A. EF Co., No. Reading, Mass.; Willi M . 
bey the 800 jewelers who oredr a4 illiam urgess orze Co aera and William Marshall, Waltham 








On the left,. from front to back: Daniel Curran, Daniel Curran Com- 


pany; Herbert Thomae, of Charles Thomae & Sons, Attleboro; Harry On the left, front to back: Frederick T. Widner, West Street retailer; 
Adams, of Speidel Corp., Providence, R. |.; Charles G. Thomae. At S. L. Makrauer, guest; Bruce F. Coburn, guest; Commander Kenneth 
end of table, A. S. Blackington, Associated Attleboro Manufactur- Morse, USN, guest. On the right, from front to back: E. H. Clay 
ers. On the right, left to right: Chester W. Riley, of D. F. Briggs ton, of Shreve, Crump & Low; Sidney DeYoung, Washington Bldg, 
and Bates & Bacon, Attleboro; H. Bates, of Bates & Klink, Attle- host to this party; Frederick Heyward, Boston retail jeweler; and 
boro; O. Klink, of Bates & Klink; and Charles Thomae, Senior. Earle Barlow, quest. 

4 


On the left, left to right: Edward A. Bige- 
low, formerly with Howard Clock Co., and 
still going strong; Herbert W. Stranger, 
Boston wholesale jeweler; Edward Scorge, 
with Jordan Marsh jewelry dept.; Edward § 
Hopfgarten, diamond setter. On the right, @ 
from front to back: Blaine Libbey, Milford, § 
Mass., retail jeweler; Raymond Peacock, of FJ 
watch repair dept., Smith-Patterson Co.; 
and Rudolph Hopfgarten, diamond setter. 


The sun came out at the last moment, and these pitching enthusiasts had 

to test the depth of the accumulated water—and check up on their pitch- 

ing. Left to right: Mike Mahar, of Harkins & Murphy, Jewelers Bidg.; 

F. E. Hammerquist, Washington Bldg.; Fred Kunz, Washington Blidg.; and 
Vincent O'Neil, of William Filene's Sons. 
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Copper Outlook Is Cheerful, Tin Is Terrible 


20% Of All Copper To 
Go To Civilian Goods; 
But Less Tin Than Ever 


Tin and copper—two essentials 
in the manufacture of most costume 
jewelry—are now in exactly oppo- 
site positions as far as availability 
js concerned. The outlook for cop- 
per is excellent while tin grows more 


searce every day. 

According to authoritative sources in 
the metals field, copper supplies have 
eased to such an extent that during the 
third quarter of 1945 20 per cent of 
all available domestic copper will be 
channeled into ordinary civilian produc- 
tion. 

This does not mean, however, that 
jewelry made of base metals will be 
flooding the market by the end of the 
year. As the situation stands now, 
jewelry has no priority rating and any 
manufacturer out to purchase brass or 
copper must wait not only until war 
orders are filled, but also for high 
priority “civilian goods. Nevertheless, 
most bars are down and if a producer 
can obtain the right kind of materials 
he is free to make his jewelry articles 
and the retailer is free to sell them. 


IN VARYING AMOUNTS 


According to an official of the Copper 
and Brass Research Association, the 








amount of copper and brass available 
for jewelry will vary throughout the 
country. In some sections such as the 
Connecticut Valley area where most of 
the large mills are located, there are go- 
ing to be extensive cutbacks on munitions 
manufacture which will naturally result 
in more materials available for civilian 
goods programs and, in turn, for jewelry. 

Costume jewelry men see the next 
few months as a very hopeful period. 
One spokesman declared that the situa- 
tion has not been so favorable since 
Pearl Harbor. P. Irving Grinberg, 
executive head of the Jewelers’ Vigilance 
Committee cautioned jewelers not to ex- 
pect too much too soon. 


SCARCER THAN NYLONS 


The sad side of the picture is re- 
vealed by WPB’s recent statement re- 
garding tin. Said officials: a drastic re- 
duction in the tin supply since the start 
of the war precludes release of that 
metal at this time for reconversion pur- 
poses. Thus, there isn’t any tin—even 
for the special reconversion programs 
that are being nursed along by WPB. 
If there is none for them, there is most 
certainly none for costume jewelry. 

The agency reported a 70 per cent 
drop in available — of pig tin 
since January 1, 1942. e quantity on 
hand last May 1 for allocation and in- 
dustrial reserve stocks amounts to only 
23,000 tons as compared with the 83,000 
tons of three and a half years ago. 

Recalling that 90 per cent of this 


(Please turn to page 283) 





FTC Holds Trade Practice Confab To 
Establish Markings For Gold Jewelry 


As this issue goes to press, the Fed- 
eral Trade Commission is about to hold 


a hearing to establish fair trade practice ° 


rules in regard to gold and gold-alloy 
jewelry. The meeting, to take place 
at the Waldorf-Astoria Hotel in New 
York on July 31, will start machinery 
rolling which will eventually lead to a 
codified set of rules governing the 
marking of gold jewelry. 


JVC SUGGESTION 


First suggested by the Jewelers’ 
Vigilance Committee, the proceeding will 
formulate rules governing the use of 
the words “gold,” “solid,” “karat” and 
related designations and abbreviations. 

Says FTC in its notice of the meeting: 
“These and other provisions will be 
considered for the purpose of prevent- 
ing unfair methods of competition, de- 
«eptive acts or practices or other trade 
methods harmful to the industry and 
‘to 'the public.” 


INDUSTRY-WIDE 


Representatives of the various 
‘branches of the jewelry industry—whole- 
‘salers,-manufacturers and retailers—will 
‘Offer ‘their views as to the correct desig- 
mation and ‘the FTC will then take them 
‘under consideration. The commission 
will then prepare a draft of the proposed 
rules and will publish them, making 
‘them available to all members of the in- 
‘dustry affected. After the New York 


‘For ‘Aucust, °1945 





meeting all members of the industry 
will again have the opportunity to con- 
sider the question and to submit changes 
or suggestion before final action is taken 
by the Commission on the rules. 

The rules already drawn up and, at 
press time, ready to be presented to 
representatives of the industry, are 
very similar to the unwritten code fol- 
lowed by most manufacturers today. 
It is to guard against the minority who 
abuse the existent trade practices that 
the current series of meetings has been 
set up. 

Among the abuses which the FTC 
hearings will set about to abolish are 
the use of the term “solid” gold in 
reference to an article made of an alloy 
of gold and the use of such ambiguous 
terms as “10 Karat Solid Gold.” 

Misleading phrases are also dealt with. 
These phrases, used in describing any 
sort of metal, lead the buyer to imagine, 
by inference, that he is purchasing 
gold. Terms such as “golden,” “ 
gold effect,” “color of natural gold” 
are included here. 


WATCHES, TOO 


The procedure in this case is identical 
with that followed in regard to the 
“shockproof,” “waterproof,” “anti-mag- 
netic” labels applied in the watch in- 
dustry. Thus far, the_rules set up at 
the FTC hearing on-+watches are still 
under consideration. 





WPB Closing In On Tin 
Black Market, Warns It 
Is Still Very Scarce 


The War Production Board announced 
that an information containing six counts 
was filed against Leicester A. Salomon 
and Morton F. Salomon, during busi- 
ness under the name of Republic 
Metals Company, 273 Green Street, 
Brooklyn, manufacturers of solder, type 
metal and babbitt, charging them with 
unlawful diversions of tin, in a statement 
made by Philip S. Hardy, regional com- 
pliance manager, WPB, New York City. 

The information was filed by Albert 
V. DeMeo, who is on the staff of Miles 
P. McDonald, United States Attorney 
for the Eastern District Court of New 
York, and it charged the defendants 
with diverting more than 15,000 pounds 
of pig tin allocated for war contracts 
during the period beginning January 1, 
1944 to November 30, 1944. WPB had 
allocated 250,000 pounds of tin to Repub- 
lic Metals for use in connection with 
Army and Navy contracts and the com- 
pany is charged with unlawfully deliver- 
ing part of this allocated tin to manufac- 
turers of costume jewelry and other non- 
essential items. 

In spite of rumors to the contrary, 
Tin is not only scarce but very critical. 
WPPB is leaving no loop-holes unplugged 
in its tin allocations and is following up 
all cases in order to unearth diversions 
of tin into unauthorized uses. The com- 
pliance Division, WPB, asks that all in- 
fractions or suspected infractions of its 
regulations and orders that operate to 
conserve critical materials be reported to 
the local WPB Office. 


Vigilance Committee Appoints Tax 
Study Group Headed By W. N. Kahn 


A tax committee, representing the in- 
terests of the jewelry industry, has been 
appointed by the Jewelers Vi 
Committee with Walter N. K as 
chairman, it was announced by G. H. 
Niemeyer, chairman of JVC. 

Members of the committee, in addi- 
tion to Mr. Kahn and Mr. Niemeyer, 
are James B. Dickey, ANRJA, Newark, 
N. J.; Wilson A. Streeter, ANRJA. 
Philadelphia; William F. McChesney, 
Sterling Silversmiths Guild, Providence, 
R. I.; B. G. Rudolph, National Associa- 
tion of Credit Jewelers, Syracuse, 
N. Y.; Leo Weisfield, NACJ, Seattle, 
Washington. ies 

Royal J. Gregg, New England Manu- 
coueain Jewelers and Silversmiths As- 
sociation, Providence, R. I.; Calvin M. 
Kendig, American Jeweled Watch Manu- 
facturers Association, Lancaster, Pa.; S. 
Ralph Lazrus, American Watch Assem- 
blers Association, New York, N. Y.; 
W. Waters Schwab, Jewelry Crafts 
Association, New York, N. Y.; August 
O. Packer, Educational Jewelry Manu- 
facturers Association, New York, N. Y.; 
Leopold Nathan, Precious Stone. Dealers 
Association, New York, N. Y.; Lloyd G. 
Pattee, National. Wholesale qed 
Association, Minneapolis, Minn.; Frat 
Milhening, Chicago Jewelers’ Association, 
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Wateh Output Resumption For Civilians To Lag 


Experimenting With 

Jeweled Types But 

Taking No Orders 

(Reprinted from the New York Herald 
Tribune) 

American manufacturers of jew- 
eled watches have begun experi- 
mental production and “pilot runs” 
of a small quantity of civilian-type 
watches, sources within the industry 
said recently, but it was empha- 
sized that the industry has booked 
no civilian orders at all, and has no 
idea when it will be able to accept 
such orders. Spokesmen pointed 
out that it takes from eight months 





to a year to make a jeweled watch 
movement. 


The industry produced an estimated 
$50,000,000 to $55,000,000 worth of 
watches and movements at retail prices 
in 1940, and since November, 1942, has 
been completely cut off from its civilian 
markets. 


ARMY CONTINUES TO BUY 


Despite the end of the war in Europe, 
it was stated, there has been no slacken- 
ing whatever in government demands for 
G. I. watches, chronometers, precision in- 
struments and timing devices. The aver- 
age lifetime of the service “hack” wrist 
watch, used for split-second synchroniza- 
tion, well over 1,000,000 of which have 
been made for military and naval use, 
is some three months under war condi- 
tions, it was said. One company in the 














Finest Quality Leathers 


NOW ACCEPTING A LIMITED NUMBER OF NEW ACCOUNTS 


EVERY (5 WALLET 





Distinctive Styling 


Expert Craftsmanship 





Let our representative in your territory show you our line of luggage, 


wallets, brief cases and other leather goods. Write us your requirements. 





_U. S. LUGGAGE & LEATHER PRODUCTS CO., 


29 West 34th St. 
New York 1, N.Y. 








jeweled watch field has booked gover, 
ment orders as far ahead as 1947 using 
a high priority. 


SUPPLIES FROM ABROAD 


Industry spokesmen point out that the 
contribution of American manufacturer, 
in the field to the war effort has bey 
unique in the sense that, while their 
facilities have been 100 per cent takes 
up with war work, their market has 
been supplied with products from 
abroad. While post-war American map. 
kets for automobiles, radios home 
pliances and other products are expected 
to receive a vast stimulus from war-bom 
shortages, watch makers here point tp 
the fact that millions of Swiss watches 
and movements each year have bee 
supplying the market here. 


A PRECIOUS SKILL 


Declaring that their’s is a skill which 
this country cannot afford to lose in the 
interests of future national defense, 
watch people feel that some kind of 


* governmental protection is due their jp. 


dustry. Many in the field say there 
should be a total moratorium on jn. 
ported watches for several years after 
the war to enable them to catch up o 
(Please turn to page 288) 


Kohn Jewelry Store In Hartford, 
Conn., To Be Sold To Sage-Allen 
Department Store; Personnel To Stay 


The consolidation under one owner- 
ship of two weil-known business estab- 
lishments in Hartford, Conn., is under 
negotiation currently, involving the pur- 
chase by Sage-Allen & Co. of the jewelry 
business of Henry Kohn & Sons. 





ALBERT M. KOHN 





If the transaction is completed there 
will be no change in either the name, the 
personnel, nor the high standard of busi- 
ness of Henry Kohn & Sons. A report 
of this transaction is current in Hart 
ford business circles but final comple 
tion of the deal is still to be confirmed. 
If the deal is completed, Albert M. 
Kohn will remain as head of the jewelry 
store which was founded by his father, 
the late Henry Kohn. The store has been 
in or near its present location since 1878. 

The Sage-Allen store virtually sur 
rounds the Henry Kohn & Sons build 
ing and has an entrance on either side 
of the jewelry store. Arrangements art 
being made for a lease to Sage-Allen 
by the four Kohn brothers, Albert M, 
Oscar W., Edmund P. and George & 
The jewelry business is entirely owned 
by Albert M. Kohn and his immediate 
family. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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YHAA Plans Intensive 
Efforts Toward Winning 
watchmaker Licensing Law 


Horological Association’s na- 
cary, Orville R. Hagans made 








Cost of Special Bearings 




























































, + 
tional se iddle- d th 
h the middle-west an e Was Q AY g 
re daring the month of June, , ( mM r ‘o; 
hat the viting schools and making preparations . ite 
cturers watchmaker legislation. <7 
S een ophile in California, an intensive study ». I 4 
their ade of California legislative en- : 
taken | was = to determine the reason for lack 
et has favorable action on the licensing bill. 
from nila investigations in other states are 
1 mar | Si der way in order to equip a special 
1 ap- legislative committee with needed ma- 
pected terial for a new program to aid all 
t-bom states in legislative endeavors two 
int to ears from now. 
atches Mr. Hagans contacted several promo- 
been tional concerns in Chicago in behalf of 
completing this legislative program. He 
also inspected the new watch making 
cass in the division of industrial arts, 
Which San Jose State College and the Strutz 
in the | School of Watchmaking in Sacramento, 
_~ California. : . , 
red Plans are rapidly taking form in re- 
‘ir in- ard to a two months’ tour of the coun- 
there try by John J. Nooyen, national presi- 
Bs. dent of UHAA. resident Nooyen starts 
oe his tour on September 1. All guilds and 
P % F state associations, as well as any non- 
organized or non-affiliated group, should 
let the national office know its wishes in 
regard to Mr. Nooyen’s appearance, not 
’ later than July 30. 
_ New Hampshire RJA Mixes Business 
er- . 
stab- | With Pleasure at July Meeting € 
inder | And Party On Lake Sunapee 
e e ie oy 
Le Good weather favored Sg oe seen Air Express solves his problem — for 5% of selling price! 
- i A + in at- 
heel the Ful nd meeting of the Maybe your business isn’t like this. what does he do? Simply this. When a 
New Hampshire Retail Jewelers’ Asso- Maybe it is. A lot of them are. Anyway, customer wants a “special”, the jobber 
ciation. Some 75 were present, includ- here’s this jobber’s story: wires the manufacturer and has the 
ing many guests, along with members He stocks a standard line of preci- order shipped Air Express. Same-day 
and their families. Following a _—_ sion bearings—a big investment. If he _ delivery is often made on orders placed 
business meeting of the ag i bn ‘totes had to carry all special types and sizes, _—_ early in day. 
at which ba a _ a Me. Nor “ his investment would run into a night- Cost of Air Express? Only 5% of 
.y ~ le "Tuan hicdioaenn mare of high-cost slow-turn “specials.” his selling price — and on goods he 
r Mess gl a chest tlh en ees oan So in order to give 100% service, doesn’t have to carry! 
) 
= ge bg vet ps gee hee ; ow = fi Ex - i —_@ + 6B . 
enjoyed a spee = 
Snipes, and a number stopped off at , opecity (t press-a Good Business uy 
George’s Mills, N. H., to visit the Col- 
lins Museum, in which some 200 antique The inventory of any supplier in the nation is within a AR Ts we.|5 the. [0 thet este. 
clocks are on display along with what matter of hours of your business when you specify this MILES 
is claimed to be the largest clock in the fastest delivery service. 250 | $1.04 | $1.25 | $1.57] $2.63 
ere § world. Shipments travel at a speed of three miles a minute 
the The attending jewelers later got to- between principal U. S, towns and cities, with cost including 500 | $1.11 | $1.52 | $2.19) $4.38 
1si- gether, hired an orchestra, set up a special pick-up and delivery. Same-day delivery between 1000 | $0.26 | $2.19 | sa.74] ses 
ort — cocktail lounge, and invited other guests many airport towns and cities. Rapid air-rail service to ? ; , ( 
rt- § of the hotel, including a number of 23,000 eae points in the United States. Direct service 2500 | $1.68 | $4.20/ $8.40/$2 
)le- servicemen and their wives who were to scores of foreign countries, 
ed. | spending their honeymoon there. Good 
M. | eats, plenty of golf, and ‘not a little 
Iry poker were enjoyed by all. Among those 
er, f Seen were Mr. and Mrs. Bill Pierpont, 
en § Of Hamilton Watch Co., and Del Cadoret 
18. - son, Lieut. Roland, of Woonsocket, 
i . L, the latter a recently liberated 
d- prisoner of war. Bob Brennan, of the "CES TNERE. PEST: 
de | Speidel Corp., Providence, was up to Write Today for interesting “Map of Post- 
re J his old hobby of snapping watch brace- war Town picturing advantages of Air 
en f lets—later replacing them with some , Express to community, business and in- 
{, | from his own firm. dustry. Air Express Division, Railway 
E. Express Agency, 230 Park Avenue, New 
od York 17; Or ask for it at any Airline or 
“ ane DuBose Jewelry Company, Inc., Exprest aes 
| ‘dh mae soe Pence Ae “ Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
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Hard - To - Get Items 


NOW AVAILABLE 
In Limited Quantities 


Send your orders . . . we'll deliver. 
Same high quality . . . same fine 
‘workmanship . . . same depend- 
able service as always. Popular 


prices with good mark-ups. 








Cavalier 
sterling silver 
and gold 
decorated 
buckles with 
assorted 
shields for 


Also available in 1/20 yellow gold filled. 
BRAXTON BELTS | 
America’s 
finest belts 
and the only 
fa in to prevent 
sliding. 
‘BLACK OR BROWN CALFSKIN 
GENUINE PIGSKIN 








belt made 
with pat- 
ented 
DOUBLE 
COMFORT 
feature bulit 





BRACELETS 





Genuine heavy-weight sterling or 1/20 
yellow gold filled. Shields for mono- 
grams. 


Write today for prices 
and deliveries. 





QUEEN CITY BUCKLE MFG. CO. 
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Nazis Stole 50,000 Carats of Duteh 
Diamonds; Imprisoned, Killed Cutters 


The confiscation of diamond stocks b 
the Nazis and the deportation of Jewish 
craftmen have paralyzed the diamond 
industry of Holland. According to Pieter 
van Muijden, secretary of the Nether- 
lands Diamond Workers Association, 
the industry must obtain a supply of 
rough diamonds as soon as possible and 
must recruit young men for apprentice- 
ship in order to restore Holland to her 
former position in the world diamond 
trade. 


Before the war there were between 
3000 and 38500 diamond workers in 
Amsterdam, but now only 800 are avail- 
able and few of these can find work 
because of the lack of diamond stocks. 
The hardest hit were the 1500 to 2000 
Jewish cutters who were among the last 
Dutch Jews to be sent to Poland; only 
50 or 60 of them had been able to survive 
concentration camp ordeals. 

The diamond merchants have asked 
the Netherlands government to inter- 
cede with the allies to restore the 50,000 
carats of diamonds stolen by the Nazis. 
Johannes J. Smit of J. K. Smit & Sons 
said that at the start of the occupation 
60,000 carats of polished diamonds had 
been registered with the German-institut- 
ed Diamond Bureau. The Jewish mer- 
chants were forced to “sell” 30,000 carats 
to a German diamond trustee. An addi- 
tional 20,000 carats, valued -at 10,000,000 
guilders, were exported to Germany for 
“safekeeping”. Another drain on the 
stockpile was the sale of some 6,000 
carats by the dealers to tide them over 
the crisis. During the occupation the 
entire rough diamond supply was used 
up, with the exception of a small quan- 
tity of poor material. 

The government is undertaking pre- 
liminary measures to restore the Ams- 
terdam diamond industry. An attempt 





will be made to import rough 

from abroad for cutting and polis 
18 Dutch firms and then to return th, 
finished products. The governmenit ho 
in this manner to provide some van 
for the diamond cutters until a diamond 
stock-pile can be built up. The indus. 
try would like to replace the miggj 
rough diamonds, but so far nothing can 
be done because all negotiations are 
waiting on currency stabilization, As a 
result, it is impossible to make the neces. 
sary contacts with diamond merchants 
in the United States and England. 

Lodewijk Asscher, of the world-famous 
Asscher Diamond Company, revealed 
that he and his brother Joseph, had 
taken over the direction of the company 
because their father is suffering from 
a heart ailment resulting from imprison- 
ment in a concentration camp. Man 
of the diamond merchants, such as those 
of the firms of Swaap, Rozelaar, and De 
Vriend, were killed in concentration 
camps. Henry Polak, president of the 
Netherlands Diamond Workers Associa- 
tion, died in a hospital at Eemnes after 
having been held for two years in ap 
attic of a house at Wassenaar where 4 
Nazi doctor never let him go out into 
the fresh air. 

Turning to the matter of Nazi looting, 
Asscher said that while the plants of 
large firms like Soep Diamond Company, 
Rozelaar Diamond Company and the 
Asscher Diamond Company remain in 
tact, the inventory of the Louis Tas fac- 
tory was taken to Germany to expand 
the Nazi diamond industry.  Asscher 
revealed, however, that the diamond mer- 
chants are of the opinion that Amster- 
dam’s goodwill will enable the industry 
to regain its position in the world mar- 
ket, despite the hard times it has been, 
and is still going through. 





New War Use For Platinum 
Revealed In Report To 
Congress By The President 


One of the reasons why platinum is 
not available currently for jewelry may 
be found in the President’s 17th Report 
to Congress on Lend Lease Operations. 
This report describes the growing use 
of platinum points in airplane spark 
plugs, stating that since 1943 virtually 
every United States Flying Fortress has 
been equipped with these plugs in each 
of its four engines. 


According to this report, our Flying 
Fortress crews, after the Eighth Air 
Force began operations from Britain in 
the summer of 1942, encountered spark 
plug trouble. British plugs, with platinum 
points, developed during the Battle of 
Britain, were adapted to the B-17’s 
Wright engines and were found to last 
from four to five times longer than the 
standard plugs. 


The report states that the British made 
available to the United States all the 
formulas, designs and production tech- 
niques involved in making this plug and 
that copies of the plug are now being 
mass-produced in the United States to 
meet our operational needs: in theatres 
all over the world. 





Ceiling Prices Set on Vitrified 
China Released For Civilian 
Market By Army and Navy 


Dollar-and-cent ceiling prices on new 
and used vitrified china released by the 
armed services have been set by OPA. 
These ceilings cover 43 different pieces 
including cups, saucers, plates, bowls, 
etc. 

Not all these items, OPA said, are 
available for civilian purchase at present. 
However, many of the individual items 
on the list are being made: available in 
varying quantities in different parts of 
the country by regional offices of the 
Office of Surplus Property. 

This chigaware is usually sold in 
wholesale quantities to industrial and 
institutional buyers and_ will probably 
never reach the gift shops, much less 
the jewelers. However, retail ceilings 
are being placed on every item, OPA 
said, to cover potential retail sales. 





The ninety-ninth member admitted to the 
new Indiana 24-Karat Club is Mrs. Paul 
Shedrick who is operating her husband's 
Middletown, Indiana, jewelry store while 
he is in the U. S. Navy. 





Buy War Bonds . . . Advertise War Bonds 


... Sell War Bonds 
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Plated Flatware May Be Available 


Before 1946 Say Manufacturers 


Standard high-grade silverplate on 
the market and on jewelers’ shelves by 
the end of the year is more of a possi- 
bility now than it has been since Pear! 
Harbor, JC-K learned in recent inter- 
views with silverplate manufacturers. 
Recent removal of direct production 
and distribution controls on table flat- 
ware plus release of a certain amount of 
nickel for civilian use lead these execu- 
tives to take a cautious but optimistic 
view of the future. : 

“The amount of nickel allocated by 
WPB is small and would not make 
yery much nickel silver, but it is a step 
in the right direction,” one executive 
said in a letter to JC-K, “From reports 
I have received, it appears there may 
be a regular monthly supply of nickel 
in a short time. In that event there 
would be more nickel silver.” 

Another manufacturer told JC-K that 
there is no certainty about getting goods 
out by the fall. However, he admitted, 
there is a good chance. “After all,” he 
added, “what the trade really is inter- 
ested in from us is some merchandise 
rather than some promises and I hesitate 
to make any statement which might lead 
the trade to make plans which they 
would later have to cancel due to our 
inability to live up to our promises.” 


LABOR AGAIN 
The big bottleneck in the silverplate 





factories, however, is still labor, with- 
out which, of course, no amount of nickel 
or silver will be of any avail. On this 
score, however, there is a chance that 
more men will be available in the near 
future. 

Following a recent meeting of the 
Flatware Manufacturers Industry Ad- 
visory Committee, the War Production 
Board stated that “materials for third 
quarter production of approximately 
33,400,000 pieces of civilian table flat- 
ware will be given by firm allotments 
and preference ratings.” This plus 12 
million pieces destined for the armed 
services make up the number being pro- 
duced under priority. Those without 
priority ratings have tough sledding 
ahead. 

Improvement in the nickel situation, 
vital in the making of plated silverware, 
is due to-two factors; cancellation of 
lend-lease contracts, and the acquisition 
of some supplies from New Caledonia. 
It is still listed, however, by the Joint 
Committee for Critical Material and 
Products as a possible bottleneck. 


EXPORTING FLATWARE 


Manufacturers anticipate a large de- 
mand for export flatware and will allot 
to that use a fair share of any increase 
in production of civilian items, in ac- 
cordance with the national policy of 
assisting rehabilitation. 





Poll On Regulation W Under Way 
By Indiana 24-Karat Club To Learn 
Whether Jewelers Are For It 


In an effort to throw some new light 
on the much debated question of the 
advisability of continuing Regulation W 
in the post-war era, the Indiana Jewelers 
2%4Karat Club is taking a poll of its 
members to learn their views. 

Enclosed with the latest issue of the 
Club’s bulletin (July, 1945) is a post 
card on which each member is asked to 
check one of the two following state- 
ments: 

SHOULD SCHEDULE “W” BE RETAINED AFTER 
v-3 DAY: 

I believe that schedule “W” (1/3 
down—balance 1/12 monthly—minimum 
monthly payments $5.00) is sound financ- 
re policy and should become a Federal 
aw, 


I do not believe that Schedule “W” 
should be continued after V-J Day. 
With increased production facilities, high 
and continuous employment cannot be 
sustained unless credit terms are suf- 
ficiently inducive to absorb peak produc- 
tion of manufactured products. 

This clear and direct vote by an im- 
portant segment of the retail jewelry 
trade should give a good indication of 
the beliefs actually held by the rank 
and file of jewelers. The result of the 
balloting will be awaited with a great 
deal of interest. It is to be hoped that 
the figures will be broken down in such 
& way as to show separate tabulations 
1 the cash jewelers and the installment 
stores, 


FoR AuGust, 1945 





Critical Labor Areas Decreasing; 
Buffalo, Newark, San Diego Drop 
From Group | To Group Il Regions 


As a result of declining munitions pro- 
duction and reduced manpower needs, 
the number of critical labor market 
areas has dropped sharply, according to 
the War Manpower Commission. 

Since V-E Day, the number of Group 
I areas of acute labor shortage dropped 
from 74 to 58. Downward revisions in 
munitions production scheduling will re- 
sult in further loosening of labor market 
classifications from areas of stringency 
to areas of balance or surplus, WMC 
said. 

From June 1 to July 1, 11 Group I 
critical areas dropped to Group II 
areas of slight shortage or approaching 
manpower balance. Most significant of 
these were major war centers such as 
San Diego, Cal.; Buffalo, N. Y., and 
Newark, N. J., which had been areas of 
acute shortage ‘since the beginning of 
the war program. Other areas moving 
from Group I to Group II are: Ander- 
son, Ind.; Cheyenne, Wyo.; Fostoria- 
Findlay-Tiffin, Ohio; Freeport,  IIl., 
Mansfield, Ohio; Minneapolis-St. Paul, 
Minn.; Springfield-Decatur, Ill, and 
Toledo, Ohio. 





Harry H. Mermell of Middletown, 
N. Y., is retiring from business and the 
Mermell Jewelry and Optical Company 
has been sold to Shapiro Jewelers and 
Importers of Newburgh, N. Y. Mr. 
Mermell established the store in 1923 and 
in 1927 he entered into the wholesale 
jewelry business under the name of the 
Simon Company of New York City. 


PERFECT 


UNIVERSAL 
JEWELERS 


GAUGE 





PRICE $1.85 EACH 


GAUGE MEASURES 7!/,” x 21/," 


A handy duraluminum gauge 

that fits your vest pocket— 

contains valuable information 

for everyone in the trade:— 
for 


—DIAMOND IMPORTERS 
-—STONE DEALERS 
—WATCH MERCHANTS 
—SHOPMEN 
—SALESMEN 


Also Sold Through 
Leading Supply Houses 


KARLAN & BLEICHER, inc 


188 WEST FOURTH STREET 





NEW YORK 14, N.Y. 
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THE CALIFORNIA 
BELLEEK COMPANY 


Manufacturers of 


Leneige fine China 
PRESENTS 





A CHINA THIMBLE 


A lifetime practical gift that will be cher- 
ished by any woman. Beautifully decorated, 
individually boxed. 


Hand-made from a specially high-fired porce- 
lain, very strong, durable, practically shatter- 
proof, with an extra strong, reinforced top. 


Assorted sizes Dresden decorations 
$18 per dz. Boxed as shown. FOB Factory 
30- to 60-day delivery from receipt of your order 
Factor'y: 


701 No. La Cienega Bivd. 
Los Angeles 46, Calif. 


Showrooms: 


527 W. 7th St. 
L. A. 14. 

















IT’S ED FREED FOR > 


SMART SHOW CASES 
WALL CASES AND 
WINDOW DISPLAYS 





The "Gem" $85 


F.0.B., N.Y.C. 
(plus $8 crating charge) 
40” high, 20” deep, 70” long, its 
Impressive Beauty and Fine Qual- 
ity will amaze you. It’s a $125 
Value! Send for catalog. 








Many, many other styles 
availuble in Show Cases and 
Wall Cases. 





WPB Continues To Revoke Orders Tha; 
Restricted Manufacture of Jewelry 


Among the many revocations of War 
Production Board limitation orders an- 
nounced during recent months were sev- 
eral affecting the jewelry industry, di- 
rectly or indirectly. WPB makes it clear, 
however, that revocations do not mean 
the immediate availability of these goods 
on the open market. 

Limitation order L-208 which restrict- 
ed the mining of gold has been revoked, 
paving the way for the possible release 
of more of that precious metal. Order 
M-81, governing diamond dies, was re- 
voked on July 7. This order, allocating 
diamond dies, is no longer necessary, 
WPB announced, because production 
now exceeds current requirements. 

Jewelers dealing in household appli- 
ances will be interested to learn the 
Order M-65A, affecting electric irons 
has been rescinded. Here, again, it was 
emphasized that irons will not be avail- 
able for sale for several months. : 

WPB officials pointed out, in releasing 
the cumulative list of revocations, that 
they had considered carefully the ques- 
tion of employment in towns where pro- 
duction cutbacks have taken place or are 
anticipated, with consequent release of 
labor and where it is known that the 
items can be produced. 


Following is a brief summary of other 





revocations and relaxations which hg 
been announced since V-E day: 7 

ALARM CLOCKS—L-275, issued in A rl 
of 1944 to control production and dig. 
tribution of spring driven and electric 
alarm clocks, was revoked to permit 
manufacturers to increase production 
whenever military contracts are reduced 
and materials and skilled labor become 
available. 

COPPER PRODUCTS—WPB revoked four 
orders restricting the manufacture, de: 
livery and installation of many copper 
products. 

JEWEL BEARINGS—M-50 has been te. 
voked because there appears to be ap 
adequate source of supply of jewel bear. 
ings in this country. 

SILVER—M-199 was revoked on May 25 
All controls on the use of domestic silver 
were thus lifted by amendment to this 
order. However, restrictions on the use 
of foreign silver continue in effect. 

FLAT WARE—L-140b was revoked op 
May 24. This order, which controlled 
production and distribution of table flat. 
ware and hollow ware, was revoked, 
Manufacturers can increase production 
whenever materials are available. 

watcHEes—L-175 was revoked. This 
order controlled the distribution of rail. 
road standard watches, new and used, 





V-E Day Contest Brings Dozens 
Of Queries To Clever Jeweler 





Doubly happy over the defeat of Germany 
were these winners of Jeweler Krauss’ "When 


Will the War With Germany End?" contest. 


Just a year ago this month, Phillip B. 
Krauss, Ambridge, Pa., jeweler spon- 
sored a “When Will the War With Ger- 
many End?” contest and offered $850 in 
cash prizes. Over 1000 people tried their 
luck in the unusual guessing game and 
on May 9, Mr. Krauss paid off. Before 
the final announcement was made the 
jewelry store received dozens of tele- 
phone calls and letters asking who had 
won. When the names were published it 
was revealed that not one of the con- 
testants had hit the date on the nose; 
most of them were too optimistic. Win- 
ner was Frank Janicki, fourth from the 
left above, who guessed May 2. Others 
shown in the photo are, left to right, 
Vaughn Arnold, publisher of the Am- 
bridge Citizen Daily; Irene Dudash, 
third prize winner; Mr. Krauss, handing 
a check of $125 to Mr. Janicki; Frank 
Kosela, fourth prize, and Fred Het- 
tinger, second prize. 





Tax Investigations In Georgia 
Reveal Five Million Dollars 
In Black Market Dealings 


Black market operators netted a cool 
$5,000,000 in Georgia last year, according 
to estimates of the collector of internal 
revenue, whose investigators are out to 
clean up approximately $1,000,000 in hid- 
den taxes. Since the drive was launched 
in Georgia less than two months ago, 
revenue agents already have collected 
$300,000, or about an average of $50,000 
a week. About half of this amount 
came from income tax evaders. The rest 
represents unpaid excise taxes on jewel- 
ry, furs and luggage. 

Investigators have found that pawn 
shops are the source of most of the 
jewelry tax evasion in Georgia. Many 
dealers make their transactions in cash, 
fail to enter them on the books and 
attempt to get away without filing tax 
returns or with returns which list only 
a small percentage of their total income. 





Jeweler Serves On Washington 
State Planning Committee 


Joseph Gluck, long a diamond mer 
chant in Seattle, and a leading wat 
bond salesman of the entire nation, has 
been signally honored this summer with 
his new appointment to a special com- 
mittee of Gov. Mon C. Wallgren on State 
Progress and Industry. As a long estab 
lished importer and exporter who has 
been devoting himself exclusively to the 
sale of war bonds with millions to his 
credit, he will serve on the impo 
Ports and Facilities committee which is 
looking towards development of Seattle 
facilities to take care of postwar needs 
and engage in the trade race with cout: 
tries on the Pacific rim. 
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The Bronze Star season must be at 

d for at least two jewelry men re- 
ceived that coveted award in the past 
few months. First there was Cpl. Richard 
B, Wolf, the son of Meyer E. Wolf of 
Somers-Ernst Company, New York 
manufacturing jewelers. The citation ac- 
companying Cpl. Wolf’s award declared 
that the honor had been bestowed for 
“peritorious and invaluable administra- 
tive and journalistic work from Novem- 
ber 1944 to April 1945 and for his un- 
tiring efforts and helpfulness to the mem- 
hers of his battalion for which he has 
won the esteem and respect of his 
oficers and men.” Cpl. Wolf is with the 
fist Tank Destroyer Battalion. Second 
on our list of Bronze Star men is Sgt. 
Rudy Apffel, who before entering the 
service was associated with his father, 
James A. Apffel, Los Angeles manufac- 
turing jeweler. Sgt. Apffel received the 
award for meritorious action in the Pacific 
war theater. 
¢{ Lt. David Stein made a job of orders 
before he went into the army and he’s 
still doing that, but now he’s on the other 


LT. DAVID STEIN 





side of the fence. As head of the order 
department at the Rima Watch Com- 
pany, he spent four years “taking orders” 
—and in three years, the Army has 
changed all that by making Lt. Stein 
mayor of the Italian town of Appiano, 
where he’s been giving the orders, accord- 
ing to a letter written to Mr. Herman 
Lehman, president of Rima. 

Stein was a Staff Sergeant overseas 
when his officer was killed and he took 
charge of the men, distinguishing himself 
to such an extent that he received his 
commission as Second Lieutenant on the 
field of battle and was awarded the 
Bronze Medal for heroism. Another 
show of courage and leadership won him 
his First Lieutenancy on the field of 
battle. Then, because of his outstanding 
qualities, he was made Mayor and Pro- 
vost Marshal of Appiano, where he has 
met with experiences and gratifying re- 
sults that parallel those of the fictional 
Major Joppolo in Adano. 
¢ Paul Crider, owner of Crider’s Jewelry 
Store, Humboldt, Tenn., recently was 
inducted into the armed services, but 
operation of the store has been con- 
tinued with Mrs. Ed (Nanilee) Stobaugh 
48 manager. 
¢ Pvt. Clarence R. Bailey, an apprentice 
watchmaker in the jewelry store of his 
father, James Bailey, at Etowah, Tenn., 
Was recently awarded the Purple Heart 
ata U. S. base hospital in England 
Where he is recovering from a wound re- 
ceived while fighting with the armored 
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infantry in Belgium. A machine gunner, 
he entered the armed services in July, 
1944. He began working with his father 
following graduation from Etowah High 
School. 

4 Alton Fowler, formerly with Kettell, 
Blake & Read, Boston, is now stationed 
with the Navy at Key West, Florida. 
q Raymond V. Lawrence, who used to 
be JC-K’s research and promotion man, 
is now Warrant Officer Raymond V. 
Lawrence and, judging from a recent 
letter, he doesn’t dislike his new designa- 
tion at all. He’s in the War Depart- 
ment’s Criminal Investigation Division in 
Europe and here’s what he says: 
“. . . We run around the countries smok- 
ing Sherlock Holmes pipes and generally 
making with the long arm of the law. 


W/O RAYMOND 
Vv. LAWRENCE 





The stand-out thing about it, now that 
the fighting is over, is that this is the 
most wonderful job in the world. There 
are only 15 people in our group—we live 
in a great 16-room house in what I am 
told is the best part of Liege—we have 
a jeep for every two men. . . and I 
roam around the country on a continu- 
ous sight seeing tour.” Ray adds that 
besides all his other good fortune he 
has 71 points toward that well-known 
85 so he thinks he might be back by 46. 
4q George D. Taylor, Boston jeweler, is 
now a lieutenant in the Army and off 
to the Pacific to help fight the Japs. 

q Lt. Carl Max has been released from 
the service to revert to inactive status in 
the Officers Reserve Corps. His friends 
in the trade will be glad to learn that he 
has rejoined L. Luria & Son, Inc., 160 
Fifth Avenue, New York. 

q Pvt. Nelson Kast, who was reported 
missing in action in December, 1944, is 
now reported to be a released prisoner 
of war. He was serving with an Amer- 
ican Armored Force in the European 
Theater. In peacetime he was sales repre- 
sentative for the Wm. A. Rogers, Ltd., 
division of Oneida Ltd., covering terri- 
tories in Michigan, Indiana and Illinois. 
q Richard M. Davis, son of Jacob Davis 
of the firm of Barnett Davis, diamond 
importers in the Clark Building, Pitts- 
burgh, Pa., has finished his work in the 
V 12 program at Purdue University. He 
is under orders to report to Midship- 
man’s School at Notre Dame University. 
q The Bronze Star medal has been 
awarded to Major Joseph C. Bagnall, Jr., 
who before entering the service in 1941 
was associated with his father, J. Carlton 
Bagnall, executive vice president of the 
Swank Manufacturing Company. 














You Were always Sure of 


GOOD CLOCKS 


from 


Gilbert 








BETTER Gilbert CLOCKS 


(both 


When the material, the labor and 


When the “know how” gained 


When “post war planning” ceases 


Keep 


GILBERT CLOCKS 








THe Wo. L. GILBERT 
Cock Corp. 


clock makers to the nation since 1807 


WINsTED, CoNN. 


ARE COMING 


spring-driven and electric} 


the machines are no longer 
needed for producing the 
tools of war. 


during recent years of war 
production can start mak- 
ing even finer timepieces 
for the civilian market. 


to be a catch phrase and 
the “post victory” period 
becomes an actuality. 


Your Post War Eye on 
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The Stars and Stripes Forever Over Seattle—Thanks 7, 
Ben Tipp, Enterprising, Bond-Selling Seattle Jeweler 



















































To keep ’em flying over the home front Attracting war-bond purchasers ¢ 
in Seattle, Wash., and to keep Seattleites jewelry store, Ben Tipp, at Third ‘ih 
War-Bond conscious, Ben Tipp, down- nue and Pine Street, in the heart of hi 
town jeweler of Seattle staged a tri- shopping district, secured a large by 
umphantly patriotic rally of his own tity of sleek and shiny rayon American 
by means of Free American Flags . . . flags. These were magnificently moun 
or Flags of Freedom, as he termed them. and trimmed with golden Spearheads oy | 


the flag-shaft, fringed, tassel 
corded, for hanging. : ed aad 


Old Glory never looked better than 
i f when Tipp dazzled ’em with his display 
H Hi —and the colorful advertising that fea 


tured the flag. He “showed his cology? 
to get folks to show theirs . . , and as 
a result he sold a lot of war bonds, 
There was a nine by twelve flag given 
free to those buying the smallest bonds— 
the $18.75 investments in early Victory 
over Japan . . . And for persons buy- TN 
ing war bonds of larger calibre ther | 1% 
was reserved a large quantity of larger | hom 
Stars and Stripes. The jewelry stor | ™ 
was literally ablaze with them. Jun 
Everyone buying a war bond, in fact, who 
was given one of the 4th of July gele 
boosters. stin! 








Earrings in various patterns in 14 KT | 
Green and Gold 
St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 
Love Knot Ring—14 Kt Red and Green 


, ial LA ae 
Gold Combination in four sizes; Ear- Jo Fi the implication, however, that the small 
rings, Cuff Links and Studs to match (4 VERY 7) 4744 businessman needs special aid from the all | 


hah 





Our comprehensive line of NO WEEK government other than the opportunity 





G : 
nt ti eee. we eee. for a square deal in matters that affec o 
Vanity, Cigarette and Card his relations with competitors organized a 
Causes are Sotinetive and on a co-operative basis tail 
a . : 

ve sales appea , “The double taxation of corporate Beh 


CLIFFORD A. MILLER & CO., lac. Many more Seattle homes now show their dividends is recognized, as one of the sero 





. og t critical unfairnesses of federal j 
Manufacturers colors—thanks to Ben Tipp—and it's a more — . ; eral IT toy 
Amoi h b £ Mr. Tipp. come taxation. Immediate abolishment | 
64 err ms ~_ oc a of the double taxation is almost unani- 4 
ew Yor M ] -d.” 
Survey Reveals Small Business 5: aa —— jew 











Doesn't Like Double Taxation; 


W Facts, Less Red T re 
The NEW x ne pana sors ail INSU RE IN THE AN ie 

































from all parts of the nation have very JEWELERS’ OWN Jew 
K] dik much the same opinions on economic, pre: 
on } ]@ political, and business subjects, accord- 
ing to a survey by the deans of 52 state way 
M » university schools of business. 
ens Small business wants: M. 
1. Income tax laws changed to remove ‘ 
E s double taxation of corporation dividends Ce 
xpansion and to allow building up reserves, and 
an even. break by the same taxation of A 
W h co-operatives as of private business. tha 
atc 2. Technical information from _ the ide: 
government, but otherwise a “leave mal 
a ra] alone” policy to work out their own bee 
an problems. Cor 
3. A labor policy allowing rewards to and 
only competent and industrious employes; re- pla 
$1 3 50 duction as quickly as possible of govern- por 
. ment reports and orders; and general for 
each freedom for business to compete and 1 
grow. sen 
10 Kt. Gold Top These voluntary opinions were gath- gat 
Stainl ered by the National Conference of State me 
tainless University Schools of Business through Jewelers are currently re- sigi 
Steel Back personal letters. They were analyzed at ceiving dividends of 40% on nin 
the University of Illinois and were sum- fire insurance, 25% on wind- lem 
Individually Boxed marized by the national conference presi- storm and extended coverage. anc 
dent, Prof. H. T. Scovill, acting dean, These savings are available to wel 
Retail University of Illinois College of Com- jewelers, their families and | mo 
$32 50 eins merce and Business Administration. employees — insuring stock, wh 
: “From the comments,” Dean Scovill fixtures, buildings (including of 
(tax included) said, “one gets the impression that the homes). Send a card or letter " 
smaller businessmen of the country have for information. No salesman an 
L re) U | 5 their feet on the ground. They recognize will call. fut 
that controls are necessary in war time ; jew 
PERLOFF which are not desirable in peace time. NATIONAL JEWELERS MUTUAL nov 
“They realize that the successful busi- a 
737 Walnut St. nessman must be trained for his job, . FIRE INSURANCE COMPANY 
Philadelphia, Pa. and that he should be willing to receive 104 E. Wisconsin Ave., Neenah, Wit jing 
advice from other sources. They resent 
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on The Los Angeles jewelry trade came 

_ Two hundred men connected with the 

Pr! Los Angeles jewelry industry joined in 

ll honoring James A. Apffel at a_testi- 

At monial dinner at the Hotel Biltmore, 

a June 28th. This was a tribute to a man 

- fact, who, during his 40 years in the Los An- 

July geles jewelry business, always gave un- 
stintingly of his time, energy and money 
for the betterment of the trade. 

a There were no prepared speeches, as 

a all spoke from the heart to a leader of 
he craft. 

ual Guided by the expert hand of toast- 

affect master Max Strasburg, Hollywood re- 

nized tail jeweler, the affair had no dull mo- 
ments. Albert Behrstock, nephew of I. 

‘a Behrstock, in presenting the memorial 

. | scroll traced Jimmie Apffel’s career 

a from the time he started with E. W. 

ment! Reynolds Co. 40 years ago, through his 

nan} 9 years as a manufacturer of fine 
jewelry. 

——j Herman Siegel headed the committee 


on arrangements. Speakers included 
Arthur P. Care, Vice president, E. W. 
Reynolds Co. and past president 
Jewelers Association; Ben Shapiro, 

















president Jewelers’ 24 Karat Club; Isi- 


FOR HE'S A JOLLY GOOD FELLOW ... 








-out in force to honor James A. Apffel. 


dor Margolin, Star Mfg. Co.; Wm. G. 
Stedman, president C.R.J.A.; Wm. M. 
Erb, executive secretary California 


R.J.A. and editor of the Pacific Gold- 


JAMES A. APFFEL 





smith; Herbert Flaudt, Edw. Bastheim; 
Nate F. Baranov, San Diego, past prest- 
dent California R.J.A.; Al Smith, Metro 
Jewelers, and I. Behrstock who made a 
presentation of a paid-up receipt of a 
General Motors new automobile to the 
honored guest. 





Model Jewelry Store Planned By Armstrong Cork Co. 
Contains Many Clever, Easily Adoptable Ideas 


A design for a “model” jewelry store 
that is a composite of forward-looking 
ideas to modernize store appearance and 
make the store a better selling tool, has 
been developed by the Armstrong Cork 
Company in collaboration with ANRJA, 
and is presented in a portfolio that ex- 
plains in detail the improvements incor- 
porated and contains additional ideas 
for store improvement. 


The ideas embodied in the design repre- 
sent practical suggéstions that were 
gathered from successful retail jewelers, 
merchandising experts, equipment de- 
signers, and other leaders in store plan- 
ning after specific merchandising prob- 
lems were closely analyzed by Armstrong 
and the Association. These suggestions 
were then combined into the composite 
model by an experienced store designer 
who worked with Armstrong’s Bureau 
of Interior Decoration. 

The model design is presented, not as 
4 mythical forecast of the “store of the 
future,” but as a practical goal that 
Jewelers can start planning for right 
now. Neither is the model intended as 
a plan to be adopted intact, but rather 
48 a flexible composite from which the 
individual merchant can select those 
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ideas which best fit his particular opera- 
tion, 

The display window of the model shop 
provides for convenient day te night 
changeover by means of a turntable set 
into the window, the other half of table 
serving as an effective interior display. 
Individual cube-shaped cases for each 





Here is an architect's sketch of a part of 
the interior of Armstrong's “Model Jewelry 


Store”. 
major type of jewelry are set into 
counters to provide effective display 


and to help departmentalize the store. 
(Please turn to page 281) 


























Our 


Feature-of- 
the-month 


* 


POKER CHIP 





Two colors . . hard-wood rack 
.s attractive plastic handle. . 
two hundred non-breakable 
chips . . regular assortment— 
blue —red and white .. 
packed individually one in a 
carton .... Stock is limited 
. . orders filled immediately 
. . . . $7.85 includes chips 


and rack. 

VOUR COUT ewe. cc: $7.85 each 
F.O.B. Kansas City 

TERMS: Net. .........30 DAYS 


> 


MIDWEST WHOLESALE JEWELERS 


612 MIWNESOTA AVENUE BLDG 


KANSAS CITY 11, KANSAS 














DIAMONDS 
MELEE 


GENUINE 
WHOLE 
PEARLS 


— All Sises — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN « co. 


Importers 


17-23 John St. New York 





276 

















STRANGELY ENOUGH 





by Walter Gajjj 
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Fifty Years A Retail Jeweler Is 
The Record of Alfred Thompson 
Of Brattleboro, Vermont 


Alfred S. Thompson of Brattleboro, 
Vt. had fifty candles on his anniversary 
cake recently. Mr. Thompson has been 
providing rings and watches and other 
fine jewelry to the citizens of Brattle- 
boro ever since he entered his father’s 
retail jewelry business back in July of 
1895. 

The history of Thompson’s of Brattle- 
boro goes back much further than the 
turn of the century, having been founded 
in 1817 by Isaac Thompson, the great 
grandfather of the present owner. The 
Thompsons have been in business on 
the same street for the past 138 years. 

New Hermes, Inc., manufacturers of 
portable engraving machines, has moved 
its plant, offices and showrooms to new, 
larger quarters at 13-19 University 
Place, New York City. 





New Haven Clock Co. Elects 
Three New Directors 


At a special meeting of the board of 
directors of the New Haven Clock Com 
pany, held on July 5, 1945, at the com 
pany offices in New Haven, Paul V. 
Kisner and Max Taussig, co-owners 
the Rensie Watch Company of Ne# 
York, who are understood to have bought 
a large interest in the New Haven com 
pany, and Lawrence J. Rubenstein, for- 
mer department store executive, of Bos 
ton, were elected to membership on the 
board. ; 

The full board of directors now Cor 
sists of: Paul V. Eisner, Philip & 
English, Albert H. Ham, Edward ¢. 
King, Frederick A. Neumann, Lawrentt 
J. Rubenstein, Edward Stevens, Max & 
Taussig and Richard H. Whitehead. 

At the same meeting, Charles Winkel 
man, counsel for the Rensie Watch Com 
pany, was appointed co-counsel of the 
New Haven Clock Co. 
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One evening recently, an East side 
movie theater bore a striking resemblance 
to the era of free china, free glassware, 
ete, when the Metropolitan Retail 
Jewelers Association sponsored a “Free 
Alarm Clock Night.” The only difference, 
of course, was the fact that the alarm 
glocks went to the first 100 purchasers of 
$200 or more in War Bonds. The highly 
successful sale was held at the RKO 86th 
Street and others are in the offing, says 
B, M. Belman, MRJA president. 


Edward I. Fessler has been appointed 
advertising and sales promotion manager 
of the Pierce Watch Company, Inc., it 
was announced by Lawrence L. Preiss, 


EDWARD I. 
FESSLER 





president. Mr. Fessler is widely known 
among fine watch distributors through- 
out the country, and was formerly assist- 
ant advertising manager at the Benrus 
Watch Company. 


4A new jewelry store has been opened 
on upper Broadway by Hugo Silberthau 
who was in business in Europe for thirty 
years before establishing himself here. 
The new shop, dealing in diamonds, fine 
jewelry and silverware, is located at 
3889 Broadway near 163 Street. 


q The Post Jewelers have taken over the 
Eypel Jewelry Store at 853 Manhattan 
Avenue, Brooklyn. Post Jewelers’ original 
store is located at 427 Flatbush Avenue 
Extension. Co-owners of both establish- 
ments are C. N. Bradbury and M. Kraut. 


q John J. Wittmer has withdrawn from 
the watch case manufacturing firm of 
Lutringer and Wittmer, 305 Kast 45th 
Street and the name of the company 
has been changed to Lutringer and Kam- 
merer. Clemens I. Kammerer, Alfred 
J. Lutringer and Emil V. Lutringer are 
the active partners, continuing the busi- 
hess, 


¢ Henry Citron has resigned from the 
National Silver Company after being 
associated with them for about fifteen 
years. He has joined the Gailstyn Com- 
pany, 1140 Broadway, as a partner. ‘This 
company is a wholesaler and distributor 
of giftware, toiletware, housewares and 
novelties. 


q Alex Kobrin has left the Keystone 
Jewelry and Manufacturing Company of 
101 Maiden Lane. In the future, Boris 
Levitan and Lazar Seliber will conduct 
the business. 
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Prisoner Rehabilitation Program 
Needs Old Watches For Horo 
Class At Sing Sing Prison 


An appeal for old watches to be used | 


by prisoners in watchmaking classes be- 
ing given at Sing Sing Prison, New 
York, has been made by Rabbi Jacob 
Katz, chaplain. 

Dr. Katz emphasized the necessity for 
supplying such timepieces for the immates 
to work on, since the watchmaking class is 
an important part of Sing Sing’s re- 
habilitation program. The watches may 
be sent care of Dr. Katz at Sing Sing 


Prison, Ossining, New York, or to Mr. | 
Michael Lee, Nastrix Watch Company, | 
11 East 47th Street, New York, N. Y. | 

If for any reason a firm wishes to | 


contribute anonymously, Mr. Lee will 
forward the watches to Dr. Katz, keep- 


ing the identity of the donor in con- | 


fidence. 


Certified and Junior Watchmakers 
Named By Horological Institute; 
Juniors May Now Take Exam At Will 


At a meeting of the Examining Board 
of the Horological Institute of America 
held in Indianapolis, Indiana, on July 7, 
certificates were granted to the follow- 
ing watchmakers who had passed the 
examinations: 

Certified Watchmaker: Robert T. 
Johnson, The Watch Shop, Jamestown, 
N. Y.; Milton C. Ness, Paul E. Morrison, 
employer, Kalamazoo, Michigan. 

Junior Watchmaker: Fred A. Beeler, 
U. S. Navy, New York, N. Y.; Clifton 
B. Bruner, student at Bradley Institute, 
Peoria, Ill.; Paul A. Fix, Akron, Ohio; 
Leon Gruskin, Albany, N. Y., student 
at New York State College, Morrisville, 
N. Y.; Robert J. Hunsicher, student at 
Morrisville; Hugh E. Metzler, U. S., 
Navy, Mare Island, Calif. 

Seven students at the Waltham School 
of Watchmaking, Waltham, Mass., were 
also given Junior Watchmaker licenses. 
They are Richard L. Boch, Ging H. 
Chin,- Richard Chrisholm, Albert N. 
Mitchell, John Starr and Edwin L. Ter- 
hune. 

Attention of Junior Watchmakers was 
called to the new ruling whereby Junior 
Watchmakers are eligible to take the 
Certified ‘Watchmaker examination with- 
out waiting the five years previously 
required. 





Jewelry Store Sales Up 17% In 
June; Higher Than Average For 
Independent Retailers In Nation 


Jewelry stores came out on top in 
June in the national survey of retail 
sales with a 17 per cent increase over 
sales last year. 

The average for all other retailers was 
plus 8 per cent, according to J. C. Capt, 
director of the census. These figures 
are based upon reports form 12,465 
independent retailers in 34 states. 

Several states made substantial in- 
creases in jewelry sales. Among them 
were Montana with a 381 per cent in- 
crease; Utah with 21 per cent and Iowa 
with 15 per cent. 











DIAMONDS ALL SIZES 

single-cut from to 4 pointers, 

swiss-cut and full eut frem 5 to 10 
finest pol- 


each. For prices please 
phene LOngacre 5-3673, or write 


H. SORIN, 576 Sth Ave., W. ¥.19, #. Y. 








Spring Bars 
Male and Female 


American Set Jewels 


Elgin—Hamilton—Waltham 
Iilinois 


Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 


116 Nassau St. New York 7, N. Y. 
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THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 














ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ ORILLERS 
@ COATS-OF-ARMS —__@ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Hatimetes furnished without edligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. YY. 


NAGA 


NORVAN VM MORRIS 
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TAG & STAMPING CO. 
CELLULOID 
PARCHMENT, ETC. 

Send for Catalcg 
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HALSEY ST 


NEWARK 2, N. J. 





Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 














JACK J. FELSENFELD 
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REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED :010 
M. J. STERN 
61 Beekman St. New York City 








PEARLS 
Nearest to Genuine 


~ 
€ 7] 


BETTY 


STRAHL 


385 Fifth Ave. e NEW YORK e MU 5519 
SHOWROOM HOURS: 1:30 to 5:30 P.M 











The Elgin National Watch Company 
has issued a new catalog for its Watch- 
makers College, containing full informa- 
tion about courses for the fall term, 
beginning Sept. 1. 

Enrollment is open both to civilians 
and returned servicemen. Tuition and 
an allowance toward living expenses are 
provided for discharged veterans under 
the G. I. Bill of Rights. The government 
also makes similar provisions for dis- 
abled veterans to study watchmaking. 

While the fall term starts officially on 
Sept. 1, students may enroll at any time 
during the year, for instruction is on an 
individual basis. Specialized “refresher” 
courses are offered for jewelers already 
in business. 

Preliminary work begins with filing, 
turning, hardening, tempering and polish- 
ing of steel, preparing the student for 
the next steps in training—staff making, 
jewel setting, truing balances, truing 
hairsprings. 

Illustrated, bi-weekly lectures cover 


Elgin Watchmakers College Issues New Catalog; Fall Term 
Begins September 1 With Civilians and Veterans Enrolleg 
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practical and theoretical points jp wate 
and clock repairing. Simultaneously 
course in drafting is given. The dh, 
paratory work gives the student a founda. 
tion for the study of actual watch move 
ments, which follows. 

Periodic lectures are given during the 
course by expert salesmen, thoroughly 
familiar with all phases of store manage. 
ment. Subjects covered include gales. 
manship, window trimming, interior dis, 
play of merchandise, floor plans, light- 
ing, record keeping and advertising, 0 
tional courses, free to enrolled students, 
include engraving, jewelry repairing and 
specialized operations of watchmaking. 

The faculty of experienced watchmak. 
ers is headed by William H. Samelj 
dean of the college, one of the best. 
known watch craftsmen in the country, 

Further information about courses and 
enrollment may be obtained by Writing 
E. L. Schmidt, secretary, Elgin Wateh- 
makers College, 267 South Grove Avenue, 
Elgin, Illinois. 





Four War Plants Win 
Army-Navy "E's This 
Summer; 9th For Elgin 


Four -firms in the industry are reci- 
pients of the Army-Navy “E” award 
this month. The plants range from for- 
mer wristwatch producers to former 
manufacturers of electrical appliances. 

In chronological order, those honored 
were: the New Haven Clock Co., the 
Elgin National Watch Co., the E. Ingra- 
ham Co., and the S. W. Farber Co. With 
the exception of the New Haven Clock 
Co., all awards were renewals. New 
Haven received its first “E” on June 
26. Since Pearl Harbor, New Haven 
has been devoting all its production to 
war materials. The award was made 
by Lt. Col. T. L. Hapgood, executive 
officer of ‘the Springfield Ordnance Dis- 
trict, and “E” insignia were presented 
to the employees of the plant by Lt. 
Com. John D. Lodge, USNR. Approxi- 
mately 1200 people participated in the 
ceremony. 

Elgin’s recent renewal brings to nine 
the total of wartime production awards 
received to date by the company, count- 
ing both original “E’s” and renewals 
Plant Number 1, which the latest re- 
newal manufactures precision timing, 
fire control and navigational instruments 
for the armed services. The other seven 
awards are held by Plant Number 2 
and Plant Number 3 as follows: Plant 
No. 2, original award and three re- 
newals; Plant No. 3, original award and 
two renewals. The other plants manu- 
facture time fuses and sapphire jewel 
bearings. 

Ingraham’s renewal is their second, 
the result, says Edward Ingraham, pres- 
ident. of the Bristol, Conn., firm, of 
“untiring service by all employees.” In- 
graham now turns out fuses for the 
Army, Navy and the Air Corps. Says 
Mr. Ingraham: “We hope in the future 
to be able to supply some timepieces 
to distributers and dealers who have so 
patiently awaited our return to_peace- 
time production.” 

The S. W. Farber Co. of Brooklyn, 
N. Y., received their fourth “E” on June 
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E. T. Kadison Named Manager of 
Meyer Jewelry Co., Detroit 


Elliot T. Kadison recently resigned 
from Reliable Stores Corporation to be- 
come general manager of the Meyer 
Jewelry Company Treasure Chest Stores, 


ELLIOTT T. 
KADISON 





He is a graduate of 
New York University, and brings with 
him a lifetime of experience in retail 
merchandising and store management; 
the result of his affiliation with some of 


Detroit, Michigan. 


America’s most successful chain stor 
organizations. 





30. This company, which now pr 
duces 50-calibre machine gun links, b 
the peacetime manufacturer of Farber 
ware—electrical goods. 








What's New... 


If you’ve moved your store to a new 
location, opened a branch store, Tt 
modeled and installed new _ fixtures 
celebrated your golden anniversary lf 
the jewelry business—or joined th 
Army—we’d like to hear about it. 


Jewewers’ Crrcutar - Keystone wails 
news from you and about you—it’s yout 
magazine! So if you have some news 
about yourself and vour business, send 
it to: Jewerers’ Crrcurar-Keystone, I 
EK. 42nd St., New York 17, N. Y. 
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Some 250 blinded veterans of World 
War II will now be able to tell time 
themselves, thanks to members of Post 

Women’s Ordnance Workers, who are 
employees of Plant No. 2 of the Elgin 
National Watch Co. They have given 
¢2,000° which they raised by staging a 
carnival, to the American Foundation 
for the Blind for purchase of Elgin 
braille watches. 

A check in that amount was presented 
on June 16 to Dr. Robert H. Irwin, 
executive secretary of the Foundation, 
by Miss Mahala Reed, president of Post 
4, At the same time, braille watch was 
presented by Miss Reed to Oscar (Augie) 
Qlson, who has worked in Plant No. 2 
for two years without missing a single 
a his school days, Olson was one 
of the best known athletes in the mid- 
west. He was an officer in the State 
Highway Motor Patrol until about five 
years ago, when an accident cost him 
his sight. 

Raising the money to buy the watches 
was truly a labor of love for members 
of Post 4, because all have fathers, hus- 
bands, sons or sweethearts in the armed 
services. 

The Elgin braille watch, a_ pocket 
model, resembles any other pocket watch 
very closely, except that it lacks a crystal 
and has raised dots to indicate spacing 
of hours on the dial. Through the braille 
system of touch, a blind veteran “feels” 


Women Ordnance Workers Present Braille Watches To 
250 Blind War Veterans and One fo Blind Elgin Worker 





the tiime by locating position of the time 
hands relative to the hours. The braille 
watch has a snap case to protect the 
hands. 

“I think no gift means quite so much 
to a blinded serviceman as a special 
watch,” Dr. Irwin declared in accepting 
the check from Miss Reed. “Learning 
to tell time independently boosts his 
morale tremendously.” 

Letters from blind servicemen them- 
selves bear this out. 





Mahala Reed, president of Post 4, WOW 
(Women's Ordnance Workers), whose mem- 
bers are employees of Plant No. 2 of the 
Elgin National Watch Company, presents 
on Elgin braille watch to Oscar Olson, who 
has worked in Plant No. 2 for two years 
without missing a single day's work. 





The following set of rules were drawn 

up by trade representatives and FTC 
oficials before the July 30 meeting at 
the Waldorf-Astoria. (See page 267). 
They are not the final rules adopted by 
the industry, but a tentative summary 
upon which the group acted—adding 
clauses here, subtracting or changing 
there. The final rules determined at the 
meeting will be made public later by 
the FTC. 


RULE 1—MISUSE OF woRD “GOLD” 


It is an unfair trade practice to use 
the word “gold to describe any article 
made of an alloy of gold (either in ad- 
vertising, on tags or in accompanying 
literature) unless such word is immedi- 
ately preceded by a karat mark showing 
the correct number of twenty-four parts 
of fine gold contained in the alloy, all 
in like type and equal size. 


RULE 2—MISUSE OF TERM “SOLID GOLD” 


It is an unfair practice to (a) de- 
scribe, designate or refer to any article 
made of an alloy of gold as “solid gold” 
or by other words or expressions of like 
Import, to represent that any such arti- 
cle is composed throughout of fine gold; 
or (2) use the word “solid” in conjunc- 
tion with the karat mark (as, 10K Solid 
Gold) in describing an article made of 
an alloy of gold, or to use any other 
contradictory or ambiguous description 
which implies that such article is at 
one and the same time composed of fine 


gold and a gold alloy of an indicated 
fineness, 


RULE 83—MISUSE OF KARAT MARK 
It is an unfair trade practice to apply 









the karat mark in any manner to an 
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Trade Practice Rules On "Gold", "Karat", and "Solid" 
Considered At FTC-Trade Meeting Are Listed Below 


article made of any alloy of gold of 
less than 10K fineness. 


RULE 4—MISUSE OF DESCRIPTIVE TERMS 


It is an unfair trade practice to use 
the terms “Golden”, “In Gold”, “In 
Yellow Gold”, “Color of Pink Gold”, 
“Green Gold Effect”, “Mounted in Whit2 
Gold”, “Natural Gold”, “Color of Natu- 
ral Gold”, “Distinction of Gold”, or any 
other terms of similar import, in adver- 
tising, labeling or otherwise describing 
any article made of a gold alloy when 
such terms are so used for the purpose 
or with the capacity, tendency or effect 
of misleading purchasers. 

Nothing in this rule prohibits the use 
of such designations as “10K Yellow 
Gold”, etc., when the fineness of the gold 
alloy is correctly indicated by the karat 
mark and the words “yellow”, “pink” 
“green” and “white” are used merely 
to show the color of the alloy of gold 
of which the article is made. 


RULE 5—-MISREPRESENTATION 


It is an unfair trade practice to make 
or publish or cause to be made or pub- 
lished, any false, misleading or decep- 
tive statement or representation, by way 
of advertisement or otherwise, concern- 
ing the grade, quality, quantity, use, 
size, material, content, origin, natur:, 
substance, preparation, manufacture, or 
distribution of any industry products. 


RULE 6—MISBRANDING 


It is an unfair trade practice to stamp 
or brand any product of the industry 
with a false, deceptive or misleading 
mark with respect to the grade, quality, 


quantity, use, etc., of such product. 





ABYC SCHICK inc 


OFFICES 
347 514 AVE., NEW YORK, N. Y. 
105 CHESTNUT ST., NEWARK, N. J. 
CHICAGO + LOS ANGELES + SAN FRANCISCO 











ART-CRAFT JEWELRY C0. 
FINE 
GOLD JEWELRY 


using better~ opals, ‘zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. New York 19 











DTN ES 
REFINISHED 


The highest grade of work for jewel- 
ers requiring the best 


ROYAL DIAL & REFINISHING CO. 


116 Nassau St. New York 7, N. Y¥. 








WATCH ATTACHMENTS 
14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy beaiiti ewe by Ge 


580 Sth Ave. New York 19, N. Y. 











JosaR JEWELRY Co. 
Mfr. of 
SOLID GOLD SIGNET RINGS 


Distributors of 


“Ricn” CostTuME JEWELRY 
198 Broadway New York 7, N. Y. 











1233 SIXTH AVE. AT 49th ST 









Over 850 successful Jewel- 
ers acclaim my Window 


Display Service. Yours on 
a 10-day FREE trial! 







Edwin Freed ; 


New York 
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WATCHES- . Ya *DIAMONDS 
CLOCKS - JEWELRY : SILVERWARE 


373 N ~ Li LA ol BOSTON 
WASHINGTON ST. (\ nts MASS. 








Specializing 
in ) 
Cutting Semi-Precious 


STONES 
in quantity 
PHILIP F. POPOLLA 
Imports—Lapidary 


33 W. 46th ST. N.Y. CITY 














(WATCHES wetive cents, -1-17 doves 


ents | ui Wrist Watehes with 
= Fn. | 7-18-17 Jewel Waterpreef with 
and without, phand. Ladies Geld and Gold 
Filled Fob Watehes, 7-15-17 Jewels. 


LOUIS VAN ZATSMAN 


7 West 44th St.. New York 18, N. Y. 
\ Phone: MU. 2-9683, MU. 2-9461. 











NICKEL SILVER 
PHOSPHOR BRONZE 
PHE SEYMOUR MFG. CO. 


“FYVMOUR, CONN 








ATTENTION JEWELERS! 


We do work af every description 
CONTRACTING — REPAIR WORK 


SPECIAL ORDER WORK GIVEN 
PROMPT ATTENTION 


all work guaranteed 


SUPERIOR JEWELERS 
170 East 51st St. New York 22, N. Y. 
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q Despite wholesale layoffs at the Walsh- 
Kaiser Shipyard in Providence, jewelry 
stores in that city report little or no 
letup in their sales. They report that 
there still is plenty of money available 
for goods sold in jewelry stores. Some 
of the stores are catching up with their 
repair work although help in these de- 
partments continues short. Most of the 
stores are fairly optimistic as to an eas- 
ing of supplies later in the year. And 
there exists a feeling that the manpower 
situation will improve from here out as 
curtailment: at the shipyard and in war 
plants makes itself felt in the labor 
supply. 

q A number of Providence jewelry man- 
ufacturers have signed a contract with 
the International Association of Ma- 
chinists, Lodge 129. This contract es- 
tablishes minimum rates of pay for 
toolmakers, hub and die cutters, chain 
machine operators, forcemakers and 
moldmakers as well as new rates for 
apprentices. The contract also provides 
for paid vacations. Jewelry manufac- 
turers have shown considerable interest 
in this contract, copies of which can be 
seen at the offices of the NEMJ&SA. 


q In addition to closing the July 4 holi- 
day, Tilden-Thurber in Providence also 
closed the two preceding business days. 


q Catello Sorrentino has resigned as as- 
sistant treasurer and purchasing agent 
of Uncas Manufacturing Co. to enter 
an independent business. 


q Most jewelry manufacturing plants in 
the Providence-Attleboro area’ were 
closed during the first week of July for 
the customary yearly shutdown for re- 
pairs and vacations. 


q Several new corporations have been 
formed in Rhode Island for jewelry pur- 
poses. Included are the following: Gar- 
man, Inc. Purpose: Metal goods and 
jewelry manufacture. The firm will be 
located in Providence and will have au- 
thorized capital of 500 shares, no par 
common. Incorporators are Joseph Good- 
man, Earnest Shein, and Stanley E. 
Shein, all of Providence. Bay-Bee 
Novelty Co., Inc. Purpose: manufac: 
turing jewelry. To be located in Provi- 
dence, it will have authorized capital of 
500 shares of no par common stock. In- 
corporators are Philip B. Goldberg, Rose 
Myette and John Turnbull, all of Provi- 
dence. Doby Industrial Finishing Com- 
pany. Purpose: manufacturing jewelry. 
To be located in Providence with author- 
ized capital of 200 shares of no par 
common. Incorporators are James J. 
McAleer, James J. Corrigan and Ethel 
I. O’Brien. 


q Providence jewelry plants were among 
the generous donators to the Rhode 
Island Hospital Building Fund. The 
American Standard Watch Case Co., sub- 
scribed $18,000 for an operating room 
to stand as a memorial to employes of 
the company who have served in the 
armed forces during this war. A bronze 
tablet will mark the operating room. 
The Hadley Company, Inc., subscribed 
$10,500 in sponsoring a modern 4-bed 
room and adjoining internes’ office. A 
bronze memorial tablet, engraved “In 
memory of Art Hadley, The Hadley 
Company, Inc.” will be placed in the 
dedicated unit. 





4 A group of jewelry men charged with 
selective service violations have moved 
to quash Fedetal indictments against 
them by challenging the exclusion of 
women from the Federal grand jury thai 
returned true bills against them. Women 
have never served on either grand 
petit juries in Federal Court in Proyj. 
dence but no indictment has ever been 
challenged on that ground before. ‘The 
defendants are: Morris Horovitz, presj. 
dent of the John H. Luft Co. W. & H 
Jewelry Co., and Superb Case Many. 
facturing Co., Joseph E. Skoog, vice 
president of the three companies; 
Joseph Lavan, general manager of the 
Superb firm; Albert Centofante, fore- 
man in the polishing room of the Sy- 
perb firm; Eric Anderson, foreman jp 
the press room there; Alessandro Pet- 
teruti, foreman of the W. & H. Co., and 
Alfred Razza, toolmaker for W. & H. 
The three officials are charged with ob- 
taining draft deferments for the four 
employes by falsely stating that they 
were working on war contracts of the 
Luft firm which is located in the same 
byilding as the jewelry firms at 
Tobey Street, Providence. 


q Samuel A. Hamin, president-treasurer 
of Thomas McGrath, Inc., won low gross 
honors at the golf tournament of the 
Manufacturing Jewelers Golf Associa- 
tion in East Providence. He shot an 
82, setting the pace for Class A. Ed- 
ward J. Logan, vice-president of Robbins 
Co., with 85-15-70, won low net. 


q Summer vacations were in_ order 
throughout the New England jewelry 
trade, with destinations as varied as the 
vacationists. Maine, New Hampshire, 
and Vermont vied with Connecticut, 
Cape Cod, and New York, with Canada 
and more distant points also in favor. 
Beach, lake, and mountain resorts 
figured heavily, with not a few planning 
to stay quietly at home puttering in the 
garden, or just resting. 


q Double happiness loomed this past 
month for Dan Curran, of Daniel Cur- 
ran Company, Jewelers Bldg., Boston. 
Son Bob, a Staff Sergeant in the Army 
Air Corps is home on furlough after 
two years of carrying supplies over 
the “hump” into China. And, on July §, 
a 7¥Y2-pound baby girl—at this moment 
unnamed—was born to Dan’s daughter, 
Ruth Laing, of Indianapolis. 


q Smith and Zaff—Bernie and Oscar— 
marked their first anniversary in busi- 
ness together in the Jewelers Bldg., Bos- 
ton on Aug. Ist. Besides handling 4 
number of lines of jewelry, this firm 
reports a “one-day laundry service” on 
the side, taking in several shirts from 
Bill Godfrey, of Elgin Watch Co., who, 
with his wife, swung into Boston after 
attending the New Hampshire jewelers’ 
meeting. Bill was stuck for laundry 
service. Oscar came to the rescue—0r, 
at least, persuaded Mrs. Zaff to do the 
“good scout” deed. 


q Through your correspondent’s error, 
Arthur S. Kelley was listed as “former 
treasurer of Norling & Bloom, Washing- 
ton Bldg. He’s still treasurer, and he 
called attention to extensive alterations 
being made in this firm’s suite of offices, 


THE JEWELERS’ CIRCULAR-KEYSTONE 








with 
ved 
inst 

of 
that 
men 
| or 
Ovi- 
een 
The 


"esi- 


inu- 
Vice 
ies M 


ore- 
Su- 
in 
et- 
and 


ob- 
our 


‘ia- 
ins 


ler 
Iry 
the 
re, 
ut, 
da 
or. 
rts 


he 


er 


T, 


I, 


- 
le 
1S 





ditions of new cabinets and 
aps office for buyers, and also 
ve for Cameron Burnap, salesman, who 
eas vacationing during the process at 
Lunenburg, Mass. Fred Cameron, also 
of Norling & Bloom, took advantage of 
the upheaval to grab off a vacation at 
York Beach, Maine. 

“Jockey” Johnson, of Caribou, Maine, 
whose jewelry store was burned out re- 
cently, was in Boston for several days 
making extensive plans for rebuilding, 
visiting the Joslyn Showcase Company 
for new fixtures and wall cases. 

r. A. Beckley, formerly with Inter- 
national Silver, and now with the Style- 
Rite Novelty Co., Jewelers Bldg., will 
give @ talk on silverware before the 
New Hampshire Teachers Association 
early in October. 
¢ Visitors in Boston during the last 
few weeks included Samuel Russakoff, 
of Skowhegan, Maine; William Robi- 
chaud, of Leominster, Mass.; H. C. Mc- 
Donald, Athol, Mass.; W. A. Sawyer, 
Keene, N. H.; Thomas J. Boyce, Ply- 
mouth, N. H.; and W. E. Whitney, 
Newport, Maine. 

4 Henry Birkemose, formerly with the 
Davis Square, Somerville, Mass., firm 
of John H. Derby, has opened a new 
jewelry store of his own in a nearby 
jocation, the firm being known as “Henry 
—Jeweler.” 

4 Ralph Gilbert, of Art Jewelry, Ply- 
mouth, Mass., recently completed ne- 
gotiations for new property, and may 
move at some future date. 

4 Irving Green, of Lux, Bond & Green, 
Hartford, Conn. is reported out ill for 
several weeks. 


(Elmer A. Anderson, Treasurer of 
Harris & Lawton, Inc., Jewelers Bldg., 
Boston, for a number of years, is now 
sole owner, having purchased all out- 
standing stock in the firm. He has been 
with Harris & Lawton for 23 years. 

4 Mr. and Mrs. A. Rysman, of Romm’s, 
Inc, Brockton, Mass., have purchased 
a new home in that city. 


4 Herbert W. Stranger, Washington 
Bldg., Boston, has been engaging in a 
new and rather laborious occupation— 
shoveling tons of accumulated sand 
away from his Truro, Cape Cod, prop- 
erty following the recent near-hurricane. 
4 Paul P. Lamare, with John Perry, 
Washington Bldg., is back after a vaca- 
tion spent in Egypt—-Massachusetts. 

4 Harry Parritz, of Harry Parritz & 
Brother, Jewelers Bldg., Boston, has been 
combining a Canadian vacation and busi- 
ness trip. 

q Morris Demb, of Everett, Mass., closed 
up his retail jewelry store on 8 Nor- 
wood St.. on June 30, moving to an 
upstairs office on Main Street in the 
same city. 

q Albert Alie, Dover, N. H., jeweler, 
4 back on the jobs again after a long 
illness. 


(Louis F. Marcou, Malden, Mass., 
watchmaker, underwent a stomach op- 
eration on July 9 at the Malden Hos- 
pital. 

(Mrs. Maurice J. Downing, wife of 
the jeweler and selectman of the game 
tame in Newport, N. H., was in Bos- 
ton recently on a buying trip. She re- 
ported that Mrs. Earl Douglas, of their 
recently renovated store, was taking 
time off while her son was home on fur- 
lough from Italy where he had been a 
member of a bomber crew. 
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q Al Ganins, formerly in the furniture 
business in Newport, R. 1., has opened 
a new jewelry store there. 

4q Harry H. Goff, watch and clock re- 
pairman of 601 Jewelers Bidg., Boston, 
is back on the job after six weeks’ ill- 
ness. 

q “Nan”—Mrs. Anna M. Smyth—will be 
missed by fellow employees and cus- 
tomers at A. Stowell Company, Boston, 
She has just retired after 29 years in 
the gold department of that firm. Well- 
known to everyone, this 7l-years-young 
popular workers was honored with several 
dinner parties, and given a purse of 
money by fellow workers. She has gone 
to her old home in Schenectady, N. Y., 
with relatives. 

q Miss Rachel Clark, of the silver de- 
partment at Smith-Patterson Company, 
retired on July 6 after 38 years with 
that firm. Fellow employees gaye her a 
watch, and the firm gave her a War 
Bond. 

q Jack Keefe, of the shipping depart- 
ment of Smith-Patterson Company, was 
married on June 27. 

q Charles D. Nystedt completed 50 years 
service. with the silver department at 
Bigelow, Kennard & Co., on July 9th, 
when he was presented with a purse of 
money and a gold key. 

q William J. Orkin, importer and job- 
ber in the Jewelers Bldg., Boston, re- 
ports the first shipment of synthetic 
rubies in two years, which, “doesn’t make 
us mad,” he said. 

q The Thomas Long Association held a 
very successful “Pops Night” on July 5 
at Symphony Hall, Boston, with 22 
tables occupied by members and guests. 
It was “Old Timers” night, which in- 
cluded group singing, so all had a grand 
time. 





Model Jeweler 

From page 275) 
Mannequin heads and arms in lighted 
wall niches and a full length figure in 
shop window are used to dramatically 
display necklaces, earrings, bracelets, 
etc. 

For the ensemble selling of silver and 
tableware a revolving, table-type glass 
display case has been developed which 
permits the showing of a number of 
place settings arranged to please vary- 
ing tastes. 

An objective in planning the model 
store was to find some,effective way to 
dramatize the watch department and at 
the same time to attract customers’ at- 
tention to the store’s service on jewelery 
and watch repairs. Above the display 
counter of watches, screens are insert 
with clock parts and a clock with an 
invisible movement. 

Lighting is modern and dramatic, and 
air-conditioning is provided. Another 
feature which adds to the comfort of 
customers and employees and contributes 
to the store’s efficiency is the acoustical 
treatment of the ceiling to redute noise. 

For smart appearance, ease of clean- 
ing, and comfort, the model store in- 
cludes a custom-styled floor of linoleum, 
and linoleum is also suggested as a shelf 
covering on which to display merchan- 
dise. 

The portfolio should be highly useful 
to any jeweler who is contemplating a 
remodeling of his store. Copies may be 
obtained by addressing the Armstrong 
Cork Co., Lancaster, Pa. 
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q A total of $511,000 was collected by 
the War Bond committee of the Balti- 
more Retail Jewelers Association. Head 
of the campaign, which extended over a 
forty day period, was H. E. Baumohl 
of the U. S. Jewelry Company. 


q Herewith a few Baltimore jewelry 
establishments and the dates of their 
summer vacations: The A. H. Fetting 
Company, 314 North Charles Street— 
August 5 to 20; S. Judson Mealy, 316 
North Charles Street—August 19 to 
September 4. 


q Following its custom of previous years, 
the U. S. Jewelry Company, wholesalers, 
has arranged for an allocation of alarm 
clocks among its customers according to 
a regular schedule, with the allocation 
adjusted on the basis of business done, 
so that none of them will be overlooked 
in the arrangement or left with an in- 
adequate number at a time when they 
are scarce because of war conditions. 
The firm is also maintaining its assort- 
ment of Swiss watch importations. 


q Mrs. Jack P. Roberts has taken over 
the management of her late husband’s 
two Baltimore establishments at 402 
North Howard Street and at 2110 East 
Monument Street. Mr. Roberts died 
suddenly two months ago while on a 
buying trip in New York. 


q Among the Southern retail buyers 
who visited Baltimore in recent weeks 
weeks were Paul’s Credit Jewelers of 
Tampa, Fla.; the Jewel Box of Tampa; 
Sherman’s of Welch, W. Va.; the Jewel 
Box, Fredericksburg, Va., and Neu- 
man’s of Florence, S. C. 


q J. Carroll Monmonier, 1 East Red- 
wood Street, is building a. balcony into 
his jewelry store which will be used as 
an office. 


q Mr. and Mrs. Albert S: Smyth, of 
the Albert S. Smyth Jewelry Company, 
wholesalers, are back from a brief stay 
in Ocean City, Maryland’s only seaside 
resort, and plan to go there again. 


q L. P. Fulghun, a Hampton, Va., re- 
tailer was in Baltimore on July 11, and 
paid a visit to the wholesale establish- 
ment of Max Kohner, 21 West Baltimore 


. Street. 


q Tennessee jewelers are getting ready 
for the expected rush of business after 
the war when the public can buy from 
them the things that could not be had 
with our factories all busy with war 
goods. Here are a number of new stores, 
improved buildings, and other changes 
that have occurred in recent weeks. 


q Allen’s, 108 East Main Street, Kings- 
port’s new jewelry store, managed by 
Alfred Cohn, opened for business June 
28, and response to its “gala opening” 
was reported to be good. Its slogan, 
“Just around the corner from high 
prices,” is suggestive of its advertising 
and sales — Mrs. Cohn will be asso- 
ciated with Mr. Cohn in the business. 
They come to Kingsport from Winston- 
Salem, N. C., and are making their 
home temporarily at the Kingsport Inn. 


q Rone Jewelers, 314 South Gay Street, 
is a new store for Knoxville. The build- 







ing they occupy was attractive 


| 
modelled. 7s 


q L. E. Bush & Son, a new jewelry firm 
for Nashville, is scheduled to’ 9 
August 1 in the building at 217 Sixth 
avenue, North, formerly occupied } 
Zanini’s Restaurant. The building js 
being remodelled and the jewelry store 
will occupy only one-half the space, the 
other half to be rented by the lessee, The 
partnership of L. E. Bush in the Bush & 
Barrick Jewelry Co., 13 Arcade, was dig. 
solved in April, with the firm now know, 
as Barrick Jewelry Co. and remaining 
at the same location. 


q The Same Small Jewelry Co., Nash. 
ville, formerly located at 618 Church 
street, has been moved to 220 Sixth 
avenue, North. 


q Julius Goodman and Son, Union and 
Fourth, Memphis has: purchased four ad- 
joining lots and now owns a frontage of 
116 feet on Union and 143 feet on Fourth 
avenue. Joseph A. Goodman stated that 
new buildings of some type will be con- 
structed after the war. 


Perel & Lowenstein, 213 Main street, 
$ ackson, recently completely remodelled 
the front of its building and added 


. greatly to its attractiveness. 


q The Ross Jewelers, a new jewelry 
store, will open in Atlanta, Ga., at & 
Peachtree Street, N. E. about August 
1, the owners have revealed. 
Sam and Lukie Rosenberg, owners 
of the business have modernized the 
building which the firm will occupy at 
a cost of about $15,000. The store has. 
a frontage of 18 feet, is 100 feet f 
and will occupy the ground floor, If 
will feature a complete line of jewelry 
and related merchandise, and will em 
loy eight persons. 
¥ » "euevens will be manager of 
the store. Lukie Rosenberg is also owner 
of the Central Jewelry Company in At 
lanta. 
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peware of Racketeer Posing as Jewelers’ Circular 
Representative, Fleecing Jewelers On Trade Mark Book 


What appears to be a new racket has 
been worked on at least a few jewelers 
recently. Don’t fall for it. 

A man who introduces himself as a 
representative of Jewelers’ Circular- 
Keystone—though he has no connection 
whatever with this paper—comes into a 
jewelry store and in the course of conver- 
sation says that JC-K has issued a new 
edition of the Jewelry Trade Mark Direc- 
tory and that a copy of it will be sent, 
without charge, to each owner of the 
present (5th) edition who turns in his 
hook. He states that he is gathering up 
these books for that purpose and that if 
the jeweler will turn over to him the 
book which he has, he will receive a new 


Apparently, the man who is working 
this game, has learned that the Trade 
Mark Directory is a fairly expensive 
volume ($7.50) and that it is very much 
in demand and so he has evolved this 
idea of getting hold of some books in 


this way, which presumably he resells to 
other jewelers. The whole thing is, of 
course, a swindle. No new edition has 
been issued since the fifth, which was 
published in 1943 and none is contem- 
plated for the immediate future. 

Accordingly, when and if the new edi- 
tion is published it will be announced in 
JC-K, and all ewners of the present edi- 
tion will be notified by mail and invited 
to purchase the new one. No one will be 
required to turn in the old book as a con- 
dition to getting a new one. Nor, will 
new books be sent in exchange for the 
old ones. Giving up your present trade 
mark Directory to a swindler means only 
that you have let him walk out of your 
store with $7.50 worth of your property. 

We have heard from jewelers in both 
Texas and Oklahoma telling us of this 
trick having been worked on them. Pos- 
sibly it has been used elsewhere that we 
don’t know of. Don’t fall for it if this 
man approaches you. 








DOVE OF PEACE 





A jeweler, Gerald F. Moran, scooped all the 
merchants in Springfield, Mass., on V-E Day 
with his floral window celebrating the great 
event. The window above was one of two 
prepared by Mr. Moran in advance and set 
up on the eve of the official victory day. 
Mr. Moran and his staff worked for hours 
arranging the display which used cut flowers 
in profusion. The dove of peace surrounded 
by lilies of the valley, lilac and honeysuckle 
appears in the window above, while the 
second window featured a V composed of 
flowers. Mr. Moran says that he plans an 
even bigger—and earlier display for victory 
over Japan. 





Standards for Grading of Diamond 
Powder Set By Standards Bureau 


A trade conference last year of dia- 
mond cutters resulted in a standard of 
practice concerning diamond powder 
which is now available in pamphlet form. 

Prepared under the guidance of the 
National Bureau of Standards of the 
Department of Commerce, the standards 
went into effect in May. The phampplet 
is entitled “Grading of Diamond Powder, 
Commercial Standard CS 128-45. It may 
be obtained from the Superintendent of 
Documents, U. S. Government Printing 
Office, Washington 25 
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Watch Industry . 
(From page 268) 


the markets they previously supplied. 
Others would like imported watches 
placed on a quota basis at least. 


IMPORT MARKET TO CONTINUE 


It was pointed out that American 
manufacturers never completely supplied 
the domestic jeweled watch market and 
that there would consequently be a mar- 
ket here for the imported product as 
soon as conditions became normal. 
Despite the fact that much of the war 
work done by the industry has been 
comparable to its peace-time production, 
watch people say there will not be a 
greatly expanded force of skilled watch- 
makers after the war, owing to the years 
of specialized training needed in this 
precision field. 

As to the effect of surplus govern- 
ment-owned watches after the war on 
the watch market, it was felt that the 
G. I. watches, built for utility alone, 
would not threaten the position of styled 
merchandise. 





Tin and Copper 
(From page 267) 


country’s tin imports were immediately 
cut off when the Japanese attacked 
Pearl Harbor, WPB stated: “The out- 
look for an early substantial increase 
in tin production does not appear bright 
even in the event of an early surrender 
by Japan.” 





The Virginia State Corporation Com- 
mission has issued a certificate of au- 
thority to the Virginia Diamond Cutting 
Corporation to deal in diamonds and 
other precious stones. Principal office of 
the firm is in Roanoke, Va. 





The Todd Jewelry Store in Rawlins, 
Wyoming has been sold by Mr. and Mrs. 
I. E. Todd to J. P. Harris of that city. 
The Rawlins store was a branch of the 
Todd Jewelry Company of Cheyenne. 
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CALIFORNIA CHARMS 


Our attractive line of fast moving sterling 
silver charms including exclusive movable num- 
bers open to jobbers. 


For details write 
CALIFORNIA JEWELSMITHS 
Mfr’s of Cold & Sterling Jewelry 
430 South Broadway, Los Angeles 13, California 
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2 = q Morris Neff, of 721 Sansom Street, 4.1. Sherman & Co. have opened their 
= =| spent. a ten-day vacation in Atlantic new store at 122% S. 8th Street. 
3 =| City, the week of the Fourth of July. q Mickey Orloff, formerly of House o 
= = q William Treston, recently discharged Milner has opened his office and show. 
2 =| from the U. S. Army, has returned to room at 713 Sansom Street. A catered 
2 = | his old position at Aisenstein & Gordon, buffet featured an opening attended hy 
2 =| 712 Sansom St. a number of customers and friends, ° 
2 =| q William Speigleman, son of Jack q “Jewels By Elson” has rented th 
= =| Speigleman, of 721 Sansom St., was store in the Benjamin Franklin Hote, 
= =| home on leave. Bill is doing Radar The opening is planned for sometime jy 
3 =| work in the U. S. Navy. September. 
: =| q William R. Kirsh, Eastern represen- q Matz & Co. have remodeled their fron, 
a =| tative of Bardach & Gran, has just re- at 107 S. 8th Street. The front windoy 
= A =| turned from a visit to the factory in and entrance have been modernized 
= The New Binocular Loop =| Minneapolis. harmony with the store. ' 
3 og: S sa =| @ All the offices in the Diamond Ex- 4 Morris Goldenstuk, who until recent 
= For Magnified tereoscopic =| changes of 721 & 723 Sansom St. were represented Providence Jewelers, ian 
| Vj . =| closed for the week of the Fourth. All in Pennsylvania, South Jersey, Baltimore 
= ision _ | other business houses were open but the | and Washington, has severed bis res: 
= . Z| entire street is closing on Saturdays tions with this firm and started a ; 
= MAGNI-FOCUSER—the new Bin- =| during the months of July and August. bing business of costume jewelry a 
= ocular Eye Loop—enables you to 2 : ; ; * 
BE meke examinations Greatuy ified 2 q Herbert Cozen of the House of Mil- his own name, at the Washington Square 
5 al : ‘y magnined § ner, has just returned from a two weeks’ Building, 7th and Chestnut Streets, 
= with the clarity and comfort of nor- 2 "Sta : 
Pm poe: =| vacation in the mountains. Phila. 
= 1s10n, = 
= Model Approximate Focal = ———. 
= No. Power Length Black = 
= No. 3 2 4” 8.50 = ee ° 
| No. 3 af 30 2 | OPA Announces New Pricing Plan For Reconversion | 
= No. 7 4x 8” 10.50 = . ° : 
2 No. 10 5x 4” 13.30 2 | Allowing Higher Prices But Avoiding Inflation | 
= Jos. B. Bechtel & Co., Inc. = In addition to the imminent de-control { The reconversion pricing program wa | 
729 Sa S ° =| of luxury goods (see page 265), OPA designed to “clear the way for rapid Co 
nsom St. Phila. 6, Pa. =| has also made known a plan for recon- and large-scale production of civilim | 1 
Hvcdadomverivrncviranenrcnvicaaneeenevcnnavrenenneengenggnneen version pricing which will have an im- goods as soon as materials and man- ( 
mediate affect on industry. power are released from war produc ol 
UNDER NEW OWNERSHIP Through three regulations the OPA tion,” he added. Fl 
— has set up machinery and established The program permits small busines : 
Ss GOLDIN & co terms under which manufacturers get- to we ane rosin days hie a 2 
- bd ting back into civilian production will ili ; ‘ ; 
: : gested ceiling prices had been filed with | scl 
124 South Sth Street be able to seek prices higher than those OPA. Larger. firms will get “prompt ft 
Philadelphia, Pa. in effect when they dropped their peace- | action” with another procedure for pro | fi 
Watchmaker’s aa” and swung into the war pro- | essing their price applications. r 
Tools and Materials | an 
Jeweler’s Findings & Supplies INDIVIDUAL ADJUSTMENTS o 
, This program, says James F. Brown- B A r G AN 
Bessie Goldberg Possoff — Oscar Goldberg | | joc, deputy administrator for price, will Y RD ‘ BRO (: 
WITH OUR COMPETENT STAFF enable individual reconverting firms to 4 
Frank Di’Nunzio — Bobby Rhueban get individual price adjustments rapidly. Manulocturer of Distinctive Diamond L 
Aaron Isreal The second half of the plan—regarding W. . 
review of existing ceiling prices for re- Mountings and edding Rings ¢ 
: - ; converted products on an industry-wide : 5 5 Philadeloh 
BELMAR CREATION S basis—has not yet been announced. Mr. Gos a . 
Watches §& Jewelry Brownlee expects that “most of these fo 
a 24s a goods will come back at 1942 prices or ‘ 
, ye ] to them. | 
gracile I CENTRAL WATCH MATERIALS|| * 
At least five industries, however, have m 
told OPA that they want to charge & SUPPLY Co., INC. Bi 
prices higher than those charged in 1941. : . | 
These are industries making aluminum —_— Materials — Jewelers Supplies — ‘ 
ware, washing machines, radio cabinets, atch Cases and Dials to Match om 
lawn mowers and vacuum cleaners. SPRING RINGS and SISTER HOOKS 
“We are confident that our program— In sterling sliver and yellow gold filled 
this combination of industry-wide review JUMP RINGS 
of existing prices and individual manu- in sterling silver and yellow 
lO1IS Cc . P facturer adjustments—provides the basis 
Of Chestnut 5t. Philadelphia for good profits when production starts 134 So, 8th Street, Phila. 7, Pa. 






































22 West 48th St. MmeedeS | rolling’, Mr. Brownlee stated. 

. ‘ MAINTAINS INFLATION GUARD BOWMAN 
Philadelphia College of Horology “At the same time, this program main- Technical School 
~ © g& SCHOOL FOR WATCHMAKERS, tains our guard against the inflation of pease Fone na 
JEWELERS AND ENGRAVERS prices and operating costs which ulti- Encravers, Je 

AY mately led to the destruction of so many w for tree booklet, 
os Broad and Somerset Streets businesses and jobs after the last war “Help Yourself" 8 Better 
PHILADELPHIA, PA, and delayed successful reconversion for wien ere JOHN J. BOWMAN, Director 

two years. Bowman Bidg., Lancaster, Pa. 
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Carroll’s Jewelry Store, Fifth and 
Main Streets, have added a complete 
jewelry repair shop, taking additional 
space on the fourth floor of their build- 
ing. Advertising through newspapers, 
radio, direct-mail and unique window 
display they have announced this new 
department which at this time includes 
three watchmakers and two jewelers, one 
of whom is also an engraver. Mr. Car- 
roll Seghers, proprietor, reports healthy 
response and much new business has re- 
sulted already. 

4 Flight Officer Carroll Seghers, Jr., son 
of Carroll Seghers (Carroll’s Jewelers), 
who received his army pilot’s wings at 
Columbus, Miss., has just been trans- 
ferred to Sheppard Field, ‘lex., for 
training as a helicopter pilot. Mrs. Se- 
ghers and daughter accompanied him as 
far as St. Louis on his return to his base, 
where they visited with friends. 

4 The Gerwe Brown Co.’s picnic, June 
16, in Mt. Airy, was a complete success. 
The only interfering element was the 
weather, which tended to throw a wet 
blanket on the picnic. However, the 
good cheer overcame this. The horseshoe 
prizes were won by Jack Armacost and 
Walter Bleske. 

q Sgt. Thomas E. Payne, son of Charles 
FE. Payne, who is with the Schumer Bros. 
Co. Cincinnati, now stationed at Le- 
Havre, France, reports all is well so far. 
4 Louis Grassmuck, who is with the Wil- 
liam Grassmuck Sons, Fourth Street jew- 
eler, returned with his family from 
Florida, where he has been visiting with 
his brother Ray and family. 

4 Walter Stenger, with the Frank Her- 
schede Co., reports his son returned home 
from the South Seas after two years’ 
fighting. With the exception of a few 
slight wounds he is fine. 

¢ Willis E. Patrick was in town recently 
and brought the “Missus” with him. 
They were entertained several evenings 
“s their stay by Mr. and Mrs. Wubbold- 
ing. 

qJohn A. Gerwe of the Gerwe Brown Co. 
and Richard Welling are vacationing at 
Lake-of-the-Woods, Canada. 
4 Victor Hagen, who is with the Louis 
Hummel Jewelry Store, 1 East Fourth 
Street, is flying to Pasadena, Calif., to 
visit his sister whom he has not seen for 
four years. 

qLars “Ollie” Olson, with the Gerwe 
Brown Company, reports that he has 
purchased himself a new home on 
Boudinot Avenue, Westwood. 

qThe establishment of Alvin G. Roete- 
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pohl, 6000% Vine Street, Elmwood 
Place, is practically closed for six to 
eight weeks due to a remodeling process. 
Mr. Roetepohl will have a modern up- 
to-date store, fully stocked and fully 
equipped. He is widening and broaden- 
ing the store and will have considerably 
more floor space. At present Mr. Roete- 
pohl is vacationing. 

qWm. Effier, Jr., son of Wm. Effler, 
jeweler of Mt. Healthy and College Hill 
is home for a short stay. He is stationed 
in North Carolina. 

qSamuel Lotow, 44, who for five days 
in March, 1943, was manager of the 
watch repair department in  Shillito’s 
Dept. Store admittedly is a “four-time 
loser” when he eventually gets back to 
New York State. He pleaded guilty be- 
fore Judge John H. Druffel for trans- 
porting. his loot of $15,000 to $17,000 of 
watches and jewelry from Cincinnati to 
New York, for which he was sentenced 
17 months. 

4q Litwin & Sons closed down its plant 
July 4 for vacation week. 

qMr. Clarence Loeb of Litwin & Sons 
Jewelers went down to Cumberland 
Falls for a ten-day vacation with Mrs. 
Loeb. 

q Jack Hagel, Washington, Indiana, 
jeweler, was a recent visitor. Jack reports 
the opening of a new store in Washing- 
ton in the very near future. 

q Ray Lear, with Bihl Brothers, New- 
port, Ky., writes from Camp Rucker, 
Ala., that he is well and happy. Ray, 
recently inducted in the army, left be- 
hind a wife and two children. 


4 Mr. Lawrence Herschede, with the: 


Frank Herschede Co., is in New York on 
a buying trip. 

q Mr. and Mrs. Robert Hummel, Sr., 
Vine Street jeweler, visited their daugh- 
ter, Mrs. Boatright. Mr. Boatright is a 
chief petty officer in the navy. 

4 Mr. Thomas Reed Botts, with the 
Jacques Kreisler Co., North Bergen, N. 
J., was in town over the Fourth of July. 
He had lunch at the “round table” a 
couple of days with the boys. 

q Word comes that Herbert Schwartz 
may be coming home from Europe where 
he has been with our fighting forces for 
the last four years. Mr. Schwartz is the 
husband of Mrs. Rita Effler of the Mt. 
Healthy Jewelers. 

q Congenial Al Esperger will again be 
a host at the Central Vine Street Business 
Men’s picnic at Coney Island, July 19. 
There will be many handsome window 
prizes and a bathing beauty contest for 
misses between 10 and 15. Mr. Esperger 
will preside as chairman of this bathing 
beauty contest committee. In his dis- 
play window he is exhibiting a model 
Island Queen built by his brother, Hu- 
bert Esperger. 

4q Robert Hummel, Louis Hummel, Lange 
Bros., Herschede and Newstedt’s Jew- 
elers, all have abandoned the Monday 
night opening, resuming their old sched- 
ule, except that they will close Saturday 
afternoon at 12:00. 

q Visitors in town were: H. H. Limes, 
retail jeweler of Greenville, Ohio; P. J. 
Armeny, with Baker & Co., Newark, 
N. J.; Harry Hart, diamond man from 
New York; Percy Lucas, with Rosfelder 
Bros. Co., was in town this week and 
had lunch with the boys. 








Harry Greenwold Co. 


VIRGIN Diamonds 
CELLINICRAFT. Jewelry 
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ty and style that give you p 
You can recommend these line 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN C0. 


Wholesale Jewelers 


CINCINNATI 











WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 


obligation. 
THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohie 











DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


SONS 
Cincinnati, Oh 


LITWIN & 
114 We:t 6th Street 











KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 
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DIAMONDS 


...all sizes 
and qualities 


M : tions-to Rated Jew: 


cil ise! or Wire 
AMERICAN 
DIAMOND SYNDICATE 


Shicag 








Cold=Silver 
DLATING 


“ASK ABOUT” 


[HODAN IZE 


TRADE MARK REG. U. & PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


‘Swartz & Co. 


10 S. Wabash Ave., Chicago 3 CENtral 6089 
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Established 1923 Ce a 
piavAwtON D» 


and Fine Diamond Jewelry 





@ BOUGHT 
@SOLD 
@ QUOTED 


Your Inquiries Solicited 

















ALWAYS USE 
THE NEWALL 
"Finger Print" System 
WHEN SELECTING 
SWISS WATCH. 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 














GEMOLOGY—DIAMONDS 


The only complete course in gemology, 

the science of all gem stones. 

Special courses in diamonds. Courses 
all jewelers’ merchandise except 

watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-7, 541 S. Alexandria, Los Angeles 5, Calif. 
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Golden Roosters Crow in Good 
Weather at Their Annual Outdoor 
Meeting; Four are Incubated 


q This year brought no exception to the 
tradition that the Golden Roosters is 
the favored jewelry trade organization 
of Chicago when it comes to perfect 
weather for their annual outing. More 
than 100 members participated in the 
events of the day at Sportsman’s Golf 
Club on June 21. In fact this, the 25th 
annual outing, was perhaps the most suc- 
cessful and enjoyable of all. Four 
candidates furnished amusement during 
the day and successfully passed through 
all the ordeals of incubation and are now 
full fledged Roosters. Louis Kamerling, 
of Nathan & Berg, and Gene Whitehead, 
Lossau & Kramer, becoming active resi- 
dent members, and Arthur Allen, of 
Morgan & Allen, San Francisco, and 
Clarence (Buck) Schriver, S. O. Bigney 
& Co., Attelboro, non-residents. 
Chanticleer Herman Kramer presided 
at the flag raising and memorial service 


HERMAN 
KRAMER 





~ 


and also at the dinner session when it 
was voted to raise the limit on non-resi- 
dent memberships from 15 to 25. Leonard 





te of the Referer Crew, 
the prizes at the close of the s 

stated that the first prize vhs wach be 
to be an over-all prize for sportsman. 
ship, good fellowship, liquid dispenser 
police work and ability in beer drinking 
and invited Walter R. ( Bull) Connor hs 
come forward for first choice of the 
many fine prizes donated by members 
and friends. In golf Al Long won low 
gross with a 75 and Sol Cogan and 
Harry Radix tied for second with % 
Low net went to A. C. Becken, Jr., with 
71, with Major J. T. Montgomery a 
close second with 73. Wesley Jackson led 
in horse shoe singles and Lee Fay ang 
Ray Rust in doubles. Among other 
events winners were ring toss, Charles 
Burley; darts, John Kotek; shuffle 
board, Wm. Bard; bean bag, Charles 
Mundhent; rope toss, Jerry Schwarts; 
marble roll, Richard Dehnert; revolver, 
Albert Davis. All members of the 
Peddlers ball team came in for prizes 
as the result of winning under the lead. 
ership of Robert Gottlieb over the Buy- 
ers, led by Dave Goldberg, score 18 to §, 
Dave Newman umpiring throughout the 
nine innings. Awards for bridge, gin, 
poker and cribbage were donated by 
the less skillful. 


awarded 





q Sol Cogan, president of Manheimer 
Watch Co., was joyfully passing out 
cigars at the Chicago Jewelers Club o 
July. 6 after successfully recovering 
from the events of the 5th. Yes, it is a 
boy. 

q Hans Bagge, for the last 21 years as- 
sociated with J. Milhening, Inc., promi- 
nent in the Chicagoland Guild of the 
American Gemological Society, the Chi- 
cago Jewelers Association and Golden 
Roosters, was given a farewell dinner at 
the Chicago Jewelers Club on June 2 
and presented with a handsome travel- 
ing bag before his departure for Los 









COMPLETE LINES OF NOVELTY JEWELRY ITEMS 
5 South Wabash 


FEINSTEIN BROS. Jobbers 


$22.50 dex. 
22.50 doz. 


#PE 102 10K S G., asst stones 
#PE 101 10K S. G., asst. stones 
#PE 103 14K S. G., asst genuine stones 58.50 doz 
#210 10K S. G., wire, asst stones 21.00 des. 
#300 10K S. G., wire, cluster asst. colors 18.00 dos 


#114 10K S. G., wire, drop earring, asst 


stones, including Jet and Pearl 22.50 des. 





Chicago, Ill. 
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Angeles where he joined the Carl D. 
Lindstrom organization in that city on 
‘On Bante, July 8, Austin Clark was 
host to the entire A. C. Becken Co. or- 
anization at a picnic held at Harms 
Woods, north of Chicago. Executives, 
office force and salesmen _ included 
“pill” Hill, Denver, and Guy Piermattei, 
Lansing, Mich. who came to Chicago 
specially for the picnic. Ample food and 
liquid refreshments were dispatched 
from Stop & Shop for the occasion. 
Fourth of July got off to a flying start 
on this extra vacation day and a most 
enjoyable time was had, extending far 
into the night with nary a casualty re- 
ported. 

Jack Montgomery, of M. A. Mead & 
Co., introduced an innovation in the way 
of sales meetings when he arranged to 





hold their meeting on Great Lake, Land 
O’ Lakes in the North Woods of Wiscon- 
sin the week of June 24 to June 30 and 


, combine a little fishing and fun with 


business. Attending this joint business- 
fun meeting were Jack M. Montgomery, 
Al Schoumacher, Wes Jackson, Wm. 
Heinberg, Fritz Fromm, Chicago office; 
Lou Golldberg, Milwaukee; Ed Berg 
and Irving Segal, Detroit; John Joseph 
and Gil Farkas, Pittsburgh; Ed Stern 
and Bob Sachs, New York. To help 
provide the fun part Earl H. Stamm, 
Elgin Watch Co.; Jack Keenan, Hamil- 
ton Watch Co., and Jack Kaufman, Axel 
Bros., Columbia Diamond Rings, were 
taken along as special guests. Jack 
Montgomery artfully arranged the busi- 
ness and pleasure sessions to the end 
that a most successful and enjoyable 
week resulted. 





—_— 


TO THE VICTORS... 


¥ER- Tort 





EN. 
PRESENTED 10 DH 
PEA WORLD CHAIRS 
ST LOUIS CARDINAL 

. 


One of the fruits of victory for the world champion Saint Louis Cardinals was a group 
of watches presented to them by A. B. "Happy" Chandler, baseball ezar, at a huge rally 
at Sportsmans Park. The watches, made by the Gruen Watch Company, were designed by 
Hess & Culbertson Jewelry Company. H&C went still further and whipped up a handsome 
window display, above, commemorating the Cardinals’ victory. Incidentally, this is the fifth 
time the Cards have raised the World Championship pennant over the home field. 





Regulation W 
(From page 265) 


cash rarely buy on credit with the re- 
sult that restrictions on credit cut only 
the purchasing power of those who 
need credit most.” 


WAGNER COMMENTS 


Even sharper was the comment made 
by William Wagner, executive secretary 
of NACJ. The reasons advanced by Mr. 
Morrill, he said, are “an indictment of 
the Office of Price Administration”. If 
OPA, he said, is functioning efficiently, 
why does the Federal Reserve System 
fear that a change in Regulation W 
would result in driving prices up? he 
asked. “Then,” he said, “the Board 
assumes that business men would be 
so stupid as to go out and sell on loose 
credit the things that they can sell for 
cash at this time.” 

Mr. Wagner took occasion to urge 
again the elimination of Regulation W 
entirely. Not one of the reasons, he 
declared, for which it was put into effect - 
in 1941 holds true today. 


FoR AuGustT, 1945 





One-Man War Bond Auction Brings 
$306,000 To San Francisco Drive; 
"Diamond Palace" Is Scene of Sale 


Over $306,000 in War Bond Sales 
bought by approximately 900 individuals 
is the record chalked up the Diamond 
Palace, one of San Francisco’s older 
retail, jewelers. 

Joe Goldstein, owner,. who has two 
sailor sons serving in the Pacific, is 
responsible for this showing. The Dia- 
mond Palace in addition donated over 
$1,000 in jewelry gifts to lucky bond 
buyers whose numbers were drawn in « 
“free drawing”. This latest example of 
War Bond cooperation is the climax of 
three similar drives with previous War 
Bond issues. In previous drives, the 
Diamond Palace staged “auction sales” 
donating gifts to the highest bidders in 
War Bonds. 

The initiative displayed by this firm 
in selling War Bonds has created much 
favorable comment in San _ Francisco 
retail circles. 





$12.00 per doz. Bracelets Complete 


Assortment includes 72 Movable 
and 72 Stationary Charms — All 





ANOTHER 


Stevan Dani 
a6, tiginal 


Sterling Silver Bracelet with 
5 Sterling Silver Charms 


x *&* * 
Sterling Silver Charms 
$36.00 per gross 


new—All Intriguingly Different 
(No Jobbers Please) 


Morrey dd oy fe 


55 E. Washington, Chicago 2 































ATTRACTIVE 
JOB. f=] 
ENVELOPES / A421 
IN COLORS. [Fj 
SPACE FOR 4 J) 
YOUR NAME 





. PAULSON 4&C 
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WABASH AY CHICAGO 








MICHIGAN DIAL REFINISHING Co. 





WATCH DIALS 
REFINISHED 


612 METROPOLITAN BLDG. 
DETROIT, MIC 























<9 WATCH CO. 


AAE ASH AVE. CHICAGO ILI 


USED WATCH 








we 

mn 

MATERIALS 2 

o 

bs a | 

USED MOVEMENTS rm 

Good Condition 4 

Good Dials 
Oates S 
a m 
74, $2,50—164, $8.80 THE PRICE OF ES 
ize Hunting, 

Elgin, Walthes. NEW MATERIALS — 

74,0) _25— 16) 91.78 Wheels, pinions, 4 
Elgin, Waltham og a etc., 
73, $1.50—15J, $2.00 or all watches. 
6 Size Elgin, Wal- Send sample of 
tham, Hunting what you want! All 
74,$1.80—15J,$2.00 | Guaranteed! Remit 
‘i 9208 Rect 90.80 only If satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 

















FOUR RED HOT 


Numbers in 
12K 1/20 on Sterling Silver ° 


FLEXIBLE LINK BRACELETS 
Retail $10 to $12.50 Each 


Samples on Request 


URIE F. MANDLE CO. 


411 Fifth Ave., New York 16, N. Y. 














CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 © 
503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 

















The finest Window Display 
Service is yours FREE for 
a 10-day trial. Send for 
it! 





Y . 
1233 SIXTH AVE. AT 49th ST. rm I 
ave av asinst. & bwin Paced 








LIGHTERS 
Mexican Sterling Silver 


$7.95 each MEN'S SIZE 


WORLD MERCHANDISE CORP. 
9 West 20 St. New York 11, N.Y. 
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“ . . . that government of the people, 
by the people, and for the people shall 
not perish from the earth.” 


Lr. Mmron I. Frneperc, 25, was 
killed on Luzon on June 16. Son-in- 
law of Louis I. Kevitt of Kevitt Jew- 
elers. Buffalo, Lt. Fineberg was a vet- 
eran of the invasion of New Guinea and 


LT. MILTON 
FINEBERG 





the landing on Luzon. Lt. Fineberg was 
a graduate of the University of Mich- 
igan where he majored in journalism. 
During his 22 months overseas he par- 
ticipated in three invasions. 

NatHan N. Aron, 76, diamond im- 
porter in Buffalo, N. Y. for many years, 
died recently. He entered the diamond 
business in Buffalo 40 years ago and 
retired in 1940. 

Sytvarn L. Bascu, founder and presi- 
dent of Basch and Co., Toledo, O., 
jewelers, died on July 5 in Los Angeles, 
Calif. Mr. Basch was born 63 years 
ago in San Francisco and came to Toledo 
when a yeoung man. With his brother- 
in-law, Irving S. Frank, he established 
the Basch Jewelry Company. The firm 
name was later changed when Mr. Frank 
retired. Mr. and Mrs. Basch had been 
living in California for the past five 
years. x 

Rosert H. Bricker, 61, Cleveland 
representative for the Ball Co., Chicago 
manufacturers, died recently of a cere- 
bral hemorrhage. Mr. Bricker, born 
in Smithville, O., practiced law until 
1915 when he took over the Ball Co. ac- 
count. He is survived by his widow, 
three sons and a daughter. 

Tuomas JoHnson Carroit, 76-year-old 
pioneer Seattle jeweler, died on June 
23 at his home after an illness of only 
a few days. Born in Beaver Dam, Wis- 
consin on October 31, 1869, Mr. Carroll 
moved to Seattle in 1887 and opened a 
jewelry store several years later. The 
store has been operated by him and 
his family for about 52 years. 

James T. Corner, 84, one of the 
pioneer citizens of the town of Americus, 
Georgia, died on June 22 after an ex- 
tended illness. Mr. Cotney was in the 
jewelry business in Americus for ap- 
proximately 60 years. 

Timorny Francis DenneHey, 56, Mil- 
ford, Mass., jeweler, died on June 25. 
A veteran of World War I, he was 
buried with military honors. 

Cart Errrter, owner of the Eiffler 
Jewelry Store in Independence, Kansas, 
died on June 4. Mr. Eiffler was an ac- 
tive member of the ANRJA and was a 


director of the Kansas Retail Jewelers ~ 


Association. 


+ 15 years ago. 


Morris Guitpen, 46, chairman of the 
board and treasurer of the Longines. 
Wittnauer Watch Co., Inc. of New 
York, died suddenly of a heart attack 
on July 13. Mr. Guilden, who became 
chairman of the board a little over a 
year ago, had been with Longines-Witt. 
nauer since 1936. He had Previously 
been connected with the American Stand. 
ard Watch Case Co. of Providence, and 
was the principal stockholder in the 
Knickerbocker Watch Co. 

Born and educated in New York City 
Morris Guilden had been in the jewelry 


MORRIS 
GUILDEN 





business for the past 25 years. He was 
a director of the Trade Bank and Trust 
Co., and of the Miami Bridge Co, of 
Miami, Fla., and was a trustee of the 
Lebanon Hospital in New York. Dur- 
ing World War I he enlisted as a sea- 
man in the United States Navy. 

Mr. Guilden is _ survived by his 
brother, Ira, president of the Waltham 
Watch Co. 

Evcene V. McAutirre, 75, of South 
Boston, died on July 9. He was one of 
the founders of McAuliffe & Hadley, 
Back Bay jewelers, and had retired 
He leaves his wife, 4 
son John W., of Malden, and a daughter, 
Sister M. Eugene, Sisters of St. Joseph. 

G. Byron Morrrrr, 63, prominent 
citizen and jeweler of Pilot Point, Texas, 
died early in July after a lifetime of 
service as city secretary, fire chief, tax 
collector, and jeweler. Mrs. Moffitt, who 
has been active in the jewelry business 
with her husband, will continue to run 
the store. 

Rosert E. Peacock, 69, chairman of 
C. D. Peacock, Chicago Jewelry store 
founded in 1837, died on July 1 of a 
heart attack. Mr. Peacock entered the 
company after his graduation from the 
University of Michigan in 1896 and 
succeeded his father, Charles D. Peacock 
as president in 1926. He held that post 
until a few days ago when he was 
elected chairman. 

Louis J. Remy of S. Kind & Sons, 
Philadelphia jewelers, died on June 26 
at his home in Philadelphia. Mr. Remy 
spent his entire life in the jewelry busi- 
nss in Philadelphia and has, since 1908, 
been associated with S. Kind & Sons. 
During most of that time he was buyer 
of diamonds and precious stones. He is 
survived by his widow, Regina Remy 
and eight children and several grand- 
children. 

Greorce W. Spantor, 66, a lifelong 
jeweler and watchmaker, died suddenly 
on May 25 in a Charleston, W. Va., hos- 
pital. Mr. Spaniol was one of the first 
jewelers to locate in Charleston. He 
is survived by his widow, three sons and 
a daughter. 
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Where to Buy 
AMERICAN 
China and Glass 


“GIFTS foe MEN 


A comprehensive selection of 


Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 


IFTH 
SUN GLO STUDIOS Hy yore YR 




















HAWKES CRYSTAL pms 
y 
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——/ 


GLASSWARE 
for discriminating 
WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 


MARY RYAN 


Now Yert 





OLD WavuRroRD 





DECORATIVE 
on OF DY Samed & 
FURNITURE 
ee GIFT ANO ART 


ndis@ Mart Oe Ae an ae ne 


Chicago 





ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, Presideat 
D. 8. CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


2W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 
NOVELTIES 
Made im Americe 


LENOX 
LENOX,INC. Trenton, N. J. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 








“CARENADE” CRYSTAL | 


Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for IHustrated Catalog 
e 
ENRIGHT-LE CARBOULEC, INC. 
60 Fifth 


Ave. New York City 
CHelsea 2-5558 


Kusington © 


sue CRYSTAL awo BENT GLASS 








Giftware of Distinction + + 


KENSINGTON, ING. NEW KENSINGTON, PA. 
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To The Editor... 














Editor, Jewre.ers’ CrrcuLar-KEyYsToneE: 


Appraisals 


It is most unfortunate that the con- 
sumer of diamond jewelry does not 
always place complete confidence in his 
supplier. Too often the customer ‘s 
new to the store, and has no basis for 
trusting the store or its employees. 
When the diamond purchaser deals with 
an old established house whose reputa- 
tion and integrity is beyond question, 
there can be no excuse for doubting the 
values presented. The customer who 
does, sometimes asks them for the op- 
portunity of appraising the jewelry in 
question, and ninety-nine times out of a 
hundred are refused that privilege. How- 
ever, when you approach the problem 
from the standpoint of the average jew- 
eler who is new to the customer, al- 
though the sale of jewelry should be 
based on complete confidence, it is dif- 
ficult to ask a customer to place it at 
the first dealing. The dealer who re- 
alizes the fairness of the issue sometimes 
allows the item to be taken out on ap- 
proval or to be more realistic—appraisal. 
The possibility for a fair and unbiased 
appraisal or opinion from a competing 
jeweler is nil. Consumers have found 
that the finer stores will not appraise 
and the others cannot be relied upon. 
The average appraiser has neither the 
knowledge nor the desire to give an 
honest or accurate estimation. If there 
were some way whereby the city could 
appoint or employ an appraiser or ap- 
praisers, even if the jewelers had to be 
taxed for their support, it might put 
an end to the unwholesome condition 
which has existed so long in our busi- 
ness. 

Micxey Or torr, 
713 Sansom Street, 
Philadelphia, Pa. 





Arkansas Jewelers Elect 
E. H. Stewart of Hope President 


Edwin H. Stewart, junior member of 
Stewart’s Jewelry store firm, Hope, 
Ark., was elected president of the Ar- 
kansas’ Retail Jewelers Association 
June 14 at the first annual meeting held 
since 1942. He sycceeds John Stinson 
of Camden. 

J. L. King, Clarksville, was elected 
vice-president and Floyd Denman, Stutt- 
gart, secretary. Elected to the board 
were four new members: Ernest Hes- 
terly, Prescott; P. B. Keeby, Little Rock; 
C. S. Sheppard, Russellville, and E. A. 
Gibbs, Hot Springs. 

Plans for postwar retailing and job- 
bing, and the 20 per cent excise tax were, 
the important topics discussed. Hoyt 
Purvis, Jonesboro, vice-president of the 
Southwestern Division of the National 
association, presented a report on the 
National Jewelers Association’s stand 
on the tax. 





D. D. Zakwin has purchased all inter- 
ests in the California Jewelsmiths, 430 
S. Broadway, Los Angeles and will con- 
tinue the business of manufacturing 
gold and sterling jewelry, with emphasis 
on charms and fine novelties. 





Buy War Bonds. . 
- - » Sell War Bonds 


. Advertise War Bonds 












Where to Buy 
IMPORTED 
China and Glass 








MADDOCK & MILLER, INC. | 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Set. 
TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 











. Importers of 
‘7 ENGLISH CHINA 
and 
EARTHENWARE 

Steck and Import 
VILLE & CO., INC. 


E 
149 Fifth Ave. New York 10, N. Y. 
AL, 4-0104 

















ROYAL DOULTON 


English Bone China and Earthenware 


The original production 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, &. Y. 








JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 383-5460 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Ine. 
162 Fifth Avenue, New York City 














EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Cramerey 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 

















Adjusting Pallet-Guard Fingers 


Third in a series of articles on watch repairing by Henry B. 


Fried, instructor at Brooklyn High School for Specialty Trades 


and Executive Secretary of the Horological Society of N. Y. 


by HENRY 8B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


HE guard finger is the spear-shaped projection 
protruding from the pallet fork or lever. The pur- 
pose of the guard finger is to provide a safety action of 
the lever during the split moments when the watch is 
jarred. This is shown in Figs. 1, 2, 3 and 4. The lever 
in the case of sudden shock tends to move away from its 
position of rest against the banking pins and move to- 
wards the opposite side. 

Fig. 1 shows how the guard finger appears through 








the eyeloupe of the watchmaker. The lever is resting 
against the banking pin B. In this case there is sufficient 
freedom or space between the edge of the guard finger 
and the edge of the safety roller C. Thé space A is much 


less than the lock B. This is correct so that when the 


watch is jarred and the lever moves away from the bank- 
ing pin (Figs. 3 and 4), the guard finger does come in 
contact with the edge of the safety roller. In doing s», 
the pallet moves up and reduces the lock now reduced to 


Showing how guard finger provides safety action and prevents overbanking when watch is jarred, 
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Bother the etchings! It’s the Sessions Clock I want to see! 


a the way it is with millions of other 

Americans, too— they want to see these new 
Sessions Self-Starting Electric Clocks as soon as 
they can. 


And when they do... 


. . . when they see the beautiful new Sessions 
alarm and household clocks . . . appropriately 


styled to lend charm to every room! 


. when they bear how attractively priced 
these lovely Sessions Clocks are! 


. when they feel the tremendous pull of 
Sessions big postwar national advertising and 
merchandising campaign! 


— they'll give you . . . as a Sessions dealer .. . 
the busiest and most profitable clock-selling ses- 
sion ‘you've ever had! 


The Sessions Clock Co., Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 


ram 
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the proportions shown in E. This reduction in lock isslot as it should because the fork is resting upon the 


directly proportioned to the loss of space C and increase 
in space D. 

In these first four illustrations it is shown how a 
guard finger of the correct length will provide safety 
action and prevent overbanking. The only way the lever 
can go to the opposite banking pin is during the time 
when the roller jewel enters the fork slot and the guard 
finger enters the safety roller crescent or “passing hol- 
low” in its orderly and normal processing from side to 
side. 






















































































Steps in stretching a guard finger 


Fig. 5 and 6 show the same pallet with the guard 
finger shortened to explain the lack of safety action. The 
guard finger is so shortened that when the lever is 
jarred, the shortened guard finger describes an arc (F) 
shown in the dotted lines, which does not intersect the 
circumference of the safety roller. The pallet jewel has 
moved up to such an extent that the escape wheel tooth 
entered upon the lifting surface of the pallet jewels and 
forced the lever ovér to the opposite banking pin with 
the opposite pallet jewel now locked against another 
escape wheel tooth. The balance in the meantime has 
been moving in the direction shown in the arrows con- 
centric with the roller table and has approached the 
pallet fork slot. The roller jewel cannot enter the fork 
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opposite banking pin. The roller jewel therefore bumps. 
violently against the outside of the fork and comes fg 
rest against it (G), remaining there because the hain 
spring is still pulling it towards its line of “rest” or ney. 
tral position. This condition is called “Overbanki ” 
The watch, of course, has stopped. The dotted line H 
represents the true or correct length of the guard finger 
in this particular case J is the line representing the 
length of the short guard finger pin compared to H, ~ 


STRETCHING A GUARD FINGER 


To correct a guard finger that is just a bit short, the 
guard finger may be stretched longer by resting the 
guard finger upon a miniature anvil (Fig. 8A) which is 
inserted through the fork slot and allowing the guard 
finger to rest upon it. This little anvil may be ground or 
filed to shape from old phonograph needles or punches, 
and hardened. If the anvil fits the fork slot just right 
without too much play or without being too tight, the 
job will be done better. The finished anvil or stump may 
be held in a hole punch reversed in the staking set to 
form the “stump.” A flat punch (7) is brought down 

















Steps in removing a guard finger 


pea ne Reiss. 





over it as in Fig. 9, while the pallet is held between tl 


index and thumb of the hand. The flat-faced punch is) 


(Please turn to page 296) 
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Army-Navy 
“E” renewed 
twice for 
War 
Production 


Over 90% 
Buying 
War Bonds 
on Payroll 
Plan 





SA-13— A smart 
miniature self- 
starting alarm with 
case of grained plastic 
onyx. Silvered metal 


dial and gold colored ; 


bezel, 3%” high. 
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“<CHUM-—A popular 
4 i priced miniature alarm 
Y for both time and alarm. 
Quiet tick. Distinctive 
plastic base. 










will remember the 


BROADCAST—Ingraham’s famous 8-day alarm. 


popular Ingraham 1) Pedestal model, 442” dial, radium on hour 


markings and radium-tipped hands. A quiet, de- 
pendable timepiece with mellow toned alarm bell 
and top stem shutoff. 


clocks and watches shown on 
this page. When our war job. is 
over we shall be supplying you 
again and shall strive to deserve o— 
the confidence that our jeweler ~. 


friends have given us. 


THE E. INGRAHAM COMPANY 
BRISTOL, CONN. 


NGRAHAM 


A SD-179—A self-starting electric desk clock, 


' walnut or maple finish, Roman numeral dial 
with floral decorated corners and gold colored 
lacquered sash, A most graceful Early American 
design. 


ESTABLISHED 1831 


TREASURE —> 
A simply de- 
signed and very 
popular wrist > x) St 
watch withraised Satins ae cn ~ 
numeral dial, 1 ENE 

pigskin strap, 10- 
karat rolled gold 


ST KJ aid Yen, Wty 
ie = hy a 
case. Qh S 
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ING SOLDERING—We have a ring-soldering job 
that turns up at times with the complaint that it 


breaks easily. What we know, if the owner doesn’t is 
that there are a number of solder jobs in the shank, not 
done in our shop, and it is these that make the trouble. 
We have a policy of never knocking competitors work. 
What would you do, in a case like this? (Question No. 
5750) B. D. 


Answer—First, as to the ring itself, the way to avoid 
further trouble would be to cut out all of the part of the 
shank that has solder-joints made by others, and that 
you find are not reliable. Then fit a new piece in the 
shank, so there will be no joints in the entire job that 
you did not make and can guarantee. As to the cus- 
tomer, why shouldn’t you explain exactly what was 
wrong, and what you did to correct it, and why you de- 
serve a fair price for your work? We do not believe 
either, in “knocking” competitors in general, but here 
is a definite case where your professional or technical 
knowledge .and skill is needed to correct bad work and 
it is up to you to tell the facts. We think the customer 
will appreciate what you do and be willing to pay you 
for it. In other words, you can handle a case like this 
so as to deservedly enhance your reputation for good 
service. 


LOCK DEPTHING TOOL—Where can I buy a 

large depthing-tool, which I need to make a lot of 
repairs to the train of a fine old grandfather clock? 
(Question No. 5751) F. G. C. 


Answer—We do not think you could find a clock 
depthing tool in the stock of any dealer; and this is not 
a “war-times” shortage; it would have been true any 
time during say the past 75 years, since the passing out 
of the old-time clockmaking industry of making long- 
case clocks by hand. There are some of the old clock 
depthing tools in existence; we know of one in the 
museum of a watchmaking school, and no doubt there 
are others, preserved for historical reasons if not in use. 
Or in some old-established jewelry stores or repair-shops, 
there are old-time tools formerly used and now discarded. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


It might be worth trying an ad in our “Wanted-to-Pur- 
chase” column, to locate a tool that some one might sell, 


ITTING REFLECTOR—I have a thin brass re- 

flector for alarm clock dial that must be cut down in 
height a little to make it fit between glass and dial. It 
is so flimsy that I don’t know how to manage the job. 
Please advise. (Question No. 5752) P. L. T. 


Answer—Lay the bezel (on its front edge) on a flat 
metal or glass plate—the clock glass would do—and 
fasten plate and bezel together with shellac, either dis- 
solved in alcohol or melted by heating the plate. This 
will brace and stiffen the bezel so that its exposed edge 
can be filed with a cut No. 6 flat file to reduce it to any 
required depth, after which the plate and bezel can be 
separated by warming the shellac, chipping the adhering 
shellac off with a knife, or immersing the pieces in alco- 
hol to dissolve it off. 


OUBLE TICK—A fine Swiss watch here has a» 


poor motion, and I notice a sort of double sound 
as it ticks. My idea is that the trouble is made by spots 
that seem to be worn in the fork, lower than other parts 
of it. How can this be fixed up? (Question No. 5753) 
W. R. 


Answer—It seems as if what is needed is to grind 
and re-polish the sides of the fork-slot, which are ap- 
parently worn by action of the roller jewel. This can 
be done by filing, on a soft steel or iron wire, a portion 
to serve as a lap, to be used with oilstone powder in oil, 
like a file, until the worn parts are stoned out. Then the 
slot sides must be polished, with a bell-metal lap shaped 
like the iron lap. Or you could do the lapping and 
polishing with a tool made for the purpose, sold by mate- 
rial dealers, if obtainable. In pre-war times, a good 
fork-slot polisher was made by Kendrick & Davis. Some 
dealer may have this in stock, although it is easy to file 
up laps as suggested above. They should be made with 
the acting part about a half-inch long, and of any suit- 
able form and size, otherwise, to enter the fork-slot and 
work on one side of it at.a time. If the refinishing in- 
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“High wages have given a 
lot of people a permanent 
yen for quality...” 
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“Right! That’s why I’m 
waiting for quality clocks 
by Seth Thomas”. . .” 








£ THIRD: 

‘And that’s why I keep preaching 
that smart retailers everywhere 
will find it profitable business to 
feature Seth Thomas clocks!” 


* Keep an eye on Seth Thomas. New designs are ready. Our 

‘ plant is set to go. And before long, we hope conditions will 
permit making self-starting electric and spring-wound clocks 
for your customers. Right now, of course, we’re still on war 
work, Seth Thomas Clocks, Thomaston, Connecticut. 











“SETH THOMAS I6 REG. U. 6. PAT. OFF, 


Seth Thomas Clocks 


SELF-STARTING ELECTRIC OR SPRING-WOUND 
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A product of GENERAL TIME Instruments Corporation nny 3 So et ais 
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creases the roller-jewel “shake” or play in the slot no- 
ticeably, it is advisable to fit a new roller jewel to cor- 
rect the excess of shake, then check the general adjust- 
ment of the escapement. 


ANDBAG FRAMES—Maybe many jewelers ha¥e 

this problem as we have: leather or textile ladies 
hand-bags brought in for repairs to the metal frames. 
The trouble is in handling the materials to refasten on 
frames, and we would like your advice on this. (Ques- 
tion No. 5754) F. L. 


Answer—Really what would be needed would be 
skill in another trade than jewelry shop work; this would 
be, we think, more like tailoring, or -millinery, than 
jewelry work. Making textile materials or leather “‘be- 
have” in working with them requires much training and 
experience, rather than any instruction that could be 
given briefly in printed form. Maybe you could arrange 
for cooperation with a local milliner to do the work on 
the materials that is outside of your skill, or just explain 
matters to the customer and do not take in those jobs. 
You could send them to one of the firms advertising in 
the Jewreters’ Circutar-Keystone who do specialized 
repairing for the trade. ? 


WING TOOL—A book I read mentioned that better 

polishing of flat steel work could be done by using 

a swing-todl but there was no explanation of such a 

tool. Can you tell me what it is, where to buy it, etc.? 
(Question No. 5755) B. G. 


Answer—The swing-tool is a simple device, very ef- 
fective for flat-finishing in making watch parts. It is 
easy to make, and not usually in tool dealers’ stocks for 
sale. Make up of brass plate about 14-inch thick, an 
oblong piece about 2-inches long and 1-inch wide. Set 
tapered steel points in the opposite edges of the length 
of the piece, near the ends of the shorter side of it. 
Place female tapers in your lathe head and tail stock, 
and set in them the steel points of the swing-tool. Cement 
or clamp the work at the top edge of the swing-tool. Use 
your iron lap with oilstone powder in oil, like a file, to 
flatten the piece of work. Follow this with bell metal 
lap to finish thé job. 

The swinging action of the tool will keep the work 
dead flat against the laps in use and make it easy to 
produce perfectly flat surfaces: This swing-tool is an 
old English device that should be better known and more 
used today. 


ESETTING PALLET STONES—I know what 
draw is, and what for, in escapements, but wish to 
know the rule for resetting pallet stones to give them 
more draw, or less draw. (Question No. 5756) A. P. N. 


Answer—Note the motion of the escape wheel, and 
the direction its teeth move in coming into action with 
the pallet stones. Changes of draw-force are made by 
resetting pallet stones at different angles to the direction 
of the force exerted by the oncoming escape-wheel teeth. 
To alter a pallet stone’s setting by “swinging” its lift- 
face end toward the direction from which the escape- 
wheel teeth approach it, will increase the force of draw; 
or to swing it the opposite way, will lessen the force of 
draw. 
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IME SIGNALS—What do English people mean by 
“time signals by pips’? (Question No. 5757) 
E. M. B. 


Answer—The term “pip” is colloquial English fo 
one of the little short squeaking sounds made by the 
British Broadcasting Corporation’s radio in denotj 
the final seconds in an hour, in broadcasting time Signals, 


- procneunrega BALANCE—Of the different ways of 
lightening a bimetallic balance, which is best, be. 
tween sawing or filing the screw-slots deeper, or fili 
off some of the head, or turning off metal below the 
head? (Question No. 5758) L. T. S. 


Answer—Better than any of the ways you mention, 
is to use a balance-screw countersink, or undercutter, 
These are obtainable in sets of sizes for all watches, 
They are hollow mills, set upright in a base. Place the 
screw in a countersink a little smaller than the diameter 
of the screwhead; with a screwdriver turn the screy, 
with pressure downward to make the mill cut. This will 
remove some metal inside the screwhead, lightening it 
without making any change in the exterior of the screw; 
preserving the finish, and the job takes less time to do 
than any of the other methods you describe. 


ADJUSTING PALLET GUARD FINGERS 


(From page 292) 


brought down over the guard finger and tapped lightly 
with the hammer. The effect (B) will be to flatten the 
finger but lengthen it as well. The guard finger in this 
case, when not flattened excessively is a desired effect as 
well, since it presents a thinner surface to the safety 
roller with resultant loss of unwanted friction and less 
chance of bending sideways which is the direction of the 
strain upon all guard fingers of double rollers. 


REMOVING THE GUARD FINGER 


There are many styles of attaching guard fingers to 
pallet forks. Except in the most expensive watches, they 
take on the forms as shown in these drawings. When 4 
guard finger becomes broken, mutilated, or too short for 
stretching, it should be replaced with a new tapered pin 
which will become the guard finger. Removing the guard 
finger often presents a problem both to apprentices and 
journeyman watch repairmen. Figs. 10 and 11 show two 
methods of removing the small pin from the “boss” of 
the pallet fork. Fig. 10 shows a strong pair of tweezers 
braced one end over the end of the guard finger (at times 
broken off to this length to facilitate removal) and one 
blade of the tweezers against the bottom of the boss. The 
tweezer, when squeezed will either emerge or become 
loosened. Should it appear to become tighter reverse the 
process as the original taper pin may have been inserted 
from the fork end towards the pallet arbor. Fig. 11 
shows how the guard finger is pushed out when the pin 
is flush with the opening in the “boss” or box. The fork 
is rested against the stump from the staking set on 8 
bench block and a strong sharpened needle set into 4 
piece of pegwood will push out the stubborn pin. Some- 
times both methods used in illustrations 10 and 11 may 


have to be used. 
(Continued in September issue) 
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WANTED TO PURCHASE—C ont. 


oo 
to purchase small established 
— store; town must be over 75,- 
ie pulation; give all details in first 


ody Harold Brenner, 412 W. 35th 
st, Kansas City, Mo. 

















PURCHASE cash or credit jewel- 
store located in state of Virginia; 
prefer store doing volume in excess of 
50,000 yearly. Apply Bam’s, Inc., 311 
£ Broad St., Richmond, Va. 





——— 


ANTED, watchmakers’ lathes, attach- 
ments 


and tools, engraving blocks, roll- . 


seales, drills, etc.; give full 
. ‘brnest Linick, 29 E. Madison 
$t., Chicago, Ill. 





ANTED dies for lockets, compacts, 

Faaslees, ete.; rush all details in 
first instance to Classic Jewelry Co., 
47 Wellington St., E., Toronto, 
Ontario, Canada, — 











WANTED jewelry store, in or near New 
York City, must be established; give 
reasons for selling; all correspondence 
confidential; will pay cash for im- 
mediate transaction. Address “B., 
1674,” care J C-K. 


WANTED to buy, jewelry store with 
good repairs; have as much as $25,000 
cash; write me details and reason for 
selling; correspondence strictly  con- 
fidential; location Los Angeles, Holly- 
wood. Address D. Klor, 520 South Hill 
St, Los Angeles 13, Calif. Phone 
Michigan 5519. 








JEWELRY factory wanted; will pur- 
chase factory equipped for manu- 
facturing gold or gold filled jewelry 
for continued operation; substantial 
eash available; principals only; 
strictly confidential. Address “S., 
1556,” care J C-K. 





WANTED; silverware, used or new, 
sterling or plated, odds and ends, or 
complete sets, old or modern patterns; 
we buy as merchandise and not for 
metal value, this runs 2 to 5 times 
better returns for you; send list or 
merchandise; check by return air mail, 
subject to your approval. Vroman’s, 
520 W. 7th St., Los Angeles .14, Calif. 


WANTED, the following, from manufac- 
turers only; sterling silver and solid 
gold clasps for pearls, plastic, alabas- 
ter, glass, acetate beads, all sizes; 
costume jewelry, solid gold, sterling 
silver, brass, steel; watch attachments 
for ladies, men; identification brace- 
lets, sterling silver and gold filled and 
other jewelry items; also findings. 
Irving Sacks, Inc., 264 Fifth Ave., New 
York City. 





assesses ees aa a 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
or the trade. I. Altay, 22 W 48th. St., 
New York 19, N. Y. 

CAREFUL watch repairing, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St.. New York City. 


CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St; Chicago 22, Ml. 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St, New York City. 

me Brvant 9-5065. 














INCREASED facilities at our new _ loca- 
tion enable us at present to handle the 
watch repair needs of a few more ac- 
counts; our workmanship is guar- 
anteed and our service is prompt; over 
50 retail stores throughout the coun- 
try send us work regularly; price lists 
sent upon request. Dependable Watch 
Co., 132 Nassau St., New York, N. Y. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virta- 
son 45 Park Place, Morristown, 

. J e 


H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished: 
prompt service guaranteed. 


JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


PEARL and bead stringing; 24 hour 
service; genuine and cultured pearl 
necklaces our specialty; gold and sil- 
ver clasps always in stock. American 
Bead & Novelty Co., 71 Nassau S&t., 
New York 7, N. Y. 


FOUNTAIN PEN repairing; largest and 
best equipped pen shop in middle west 
gives two-day service on fountain pens 
and mechanical pencils; authorized 
and recommended by Shaeffer, Parker, 
Eversharp, Waterman and other lead- 
ing manufacturers; factory prices; all 
work guaranteed; we pay return post- 
age, furnish dealer repair envelopes, 
price list and envelopes on request. 
Collins Pen Shop, 150-52 E. Fourth 
St., Cincinnati 2, Ohio. 














cme TR 
To Let 





Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SMALL STORE, occupancy August Ist, 
ideal for smart jewelry shop; excellent 
location. Clark Music Co., Syracuse 2, 
IN. Se 


sameeren arenes 
Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. : 


Miscellaneous 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad- 
way. New York City. 


WATCHMAKERS: increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein 
Your jobber or trade journal. 














BOOKS 


For the Gem Expert, Con- 
noisseur and Student of 


Gemology 
GEM TESTING FOR JEWELERS 








B. W. Anderson, B.Sc., F.G.A. $2.00 
GEMS AND GEM MATERIALS 
Drs. Kraus & Slawson $3.00 
GETTING ACQUAINTED WITH 
MINERALS = George L. English $2.50 
HANDBOOK FOR THE AMATEUR 
LAPIDARY J. H. Howard $2.00 
STORY OF THE GEMS 
H. P. Whitlock $4.00 


PRECIOUS AND SEMI-PRECIOUS 
STONES Michael Weinstein $3.00 


For the Skilled Watch and 
Clock Maker, the Apprentice 
and Student 


TIME AND TIMEKEEPERS 
W. 1. Milham $1.98 


MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 


PRACTICAL BALANCE AND HAIR- 
SPRING WORK VW. J. Kleinlein $3.50 


RULES & PRACTICE FOR ADJUSTING 
WATCHES PW. J. Kleinlein $3.50 


PRACTICAL BENCHWORK FOR 
HOROLOGISTS 











Louis and Samuel Levin $5.00 
IT’S ABOUT TIME 
Paul M. Caamberlain $10.00 
WITH THE WATCHMAKER AT 
THE BENCH Donald De Carle $3.00 
KEYSTONE WATCH REPAIR 
RECORD BOOK $2.50 


PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly $2.75 


For the Jewelry Repairer, En- 
graver, Plater and Enameler 








JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger 


JEWELRY GEM CUTTING AND 


METALCRAFT W. T. Baxter $2.75 
JEWELRY AND ENAMELING 
G. Pack $2.50 
REFINING PRECIOUS METAL WASTES 


C. M. Hoke 


ART MONOGRAMS AND LETTERING 
(PAPER COVER) J. M. -Bergling $2.00 
METALCRAFT AND JEWELRY 
Emil F. Kronquist $2.50 
A B C OF MODERN ENGRAVING 
William Kassel 
TRADEMARKS OF JEWELRY AND 
KINDRED TRADES $7.50 
Sent Postage Prepaid 
Remittance must accompany all orders 
No books sent on approval. 


The Jewelers’ Circular-Keystone 
100 E. 42nd St.. New York 17, N. Y. 
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Manufacturers’ News| 


International Silver Announces 
New Sales Dept. Appointments 





JAMES BUCKLEY 


E. S. WILSON 


Several promotions of International 
Silver Co. personnel have recently been 
announced by Craig D. Munson, Vice 
President and General Sales Manager. 

E. S. Wilson has been appointed Flat- 
ware Sales Manager with general re- 
sponsibility for all flatware under the 
Director of Flatware, A. L. Zeitung. 
Mr. Wilson has been active in war pro- 
duction work—last as Manager of Fac- 
tory P which on June 18, was awarded 
International’s sixth Army-Navy E. He 
was previously Promotional Flatware 
Manager. 

Fred Hines has been made Line Man- 
ager for International Sterling flatware 
with which he has long been associated, 
and with whose merchandising he is 
thoroughly familiar. 

E. C. Stevens, Jr., has been appointed 
Premium Sales Manager, and will be 
responsible for all sales to premium 
users. 

R. E. Bewley has been made Pro- 
motional Plated Flatware Manager and 
will have charge of sales of non-adver- 
tised plated flatware lines to retail and 
wholesale distributors. 

James Buckley, who has been engaged 
in export sales activities for many years, 
has been appointed Export Sales Man- 
ager. He will make his headquarters 
at the New York Sales Office of Inter- 
national Silver Co. at 485 Fifth Ave. 





New Displays Explain 
Why Elgins Are Unavailable 


The Elgin National Watch Company 
has prepared two effective displays for 
jewelers to show customers who want 
to know why they cannot get Elgins 
now. 

One is a counter card, the other an 
itinerant display. Both make use of the 
same art—a picture of war material E]- 
gin is producing for the armed services. 
In the itinerant display, which is elec- 
trically lighted, the art work takes the 
form of kodachrome negative. 

The copy theme of both displays is 
the same, explaining that consumers must 
wait for Elgins as long as the company’s 
full facilities are needed for turning out 
the sinews of war. 

A limited quantity of the counter card 
displays is still available. They may be 
obtained by writing the Elgin National 
Watch Company, Elgin, Illinois. 
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"Keepsake" Advertising 
Wins Awards 


Four awards for advertising excel- 
lence were given to the A. H. Pond Co., 
Inc., of Syracuse, N. Y., manufacturers 
of Keepsake Diamond Rings, at the 
annual business meeting of the Na- 
tional Advertising Agency Network, 
Skytop, Pa. 

The awards were in the following 
classifications: integrated advertising and 
merchandising campaign; car card cam- 
paign; radio spot announcements; win- 
dow display material. 

Agencies throughout the country sub- 
mitted material in competition with the 
Pond entries. Keepsake Diamond Ring 
advertising is prepared by the Flack Ad- 
vertising Agency of Syracuse, N. Y. of 
which John B. Flack is owner. 





June Bride "Queen for a Day" 
Receives Gift of "Victoria" Pearls 





The popular radio program, “Queen 
for a Day,” which is broadcast five times 
a week over the Mutual Network, each 
day selects from six contestants a “Queen 
for a Day.” She is regally entertained 
and feted at the Stork Club and El 
Morocco and presented with a number 
of gifts, including a string of Victoria 
pearls in the Jewel Box. This is par- 
ticularly appropriate since these simu- 
lated pearls are “Named for a Queen 
of Old and made for a Queen of To- 
day.” 

On June 29, a special June bride pro- 
gram was staged with the Queen of that 
day being a bride who was to be married 
that day. The winner was Miss Dorothy 
Krotoschin, who was especially fortunate. 
She was given a complete trousseau, 
wedding dress and wedding at the 
famous Hotel Pierre on Fifth Ave., at 
which Gertrude Niesen; star of “Follow 
the Girls,” acted as bridesmaid. The 
bride was presented with a Victoria 
three-strand bracelet-necklace combina- 
tion and Miss Nieson, with a double 
strand combination. Miss Krotoschin 
also received a Victoria wedding ring. 
The couple were also treated to a week’s 
honeymoon with all expenses paid at 
the Lake Tarleton Club in the mountains 
in New Hampshire. 

The picture taken at the wedding 
party at the Hotel Pierre shows the 
bride wearing her Victoria pearls and 
being congratulated by Leopold Nathan 
of S. Nathan & Co., Inc., the manufac- 
turers, 





Waltham Televises Time Signals 





Making a sequence in a Waltham “tim 

story". A young couple is in the jewely 

store to purchase a watch for the girl after 
she was late in meeting the man. 


. 


The Waltham Watch Co. inaugurated 
its first commercial television service 
series over the NBC station, WNBT, 
Friday night, July 6, it is announced by 
Don McClure, director of television for 
N. W. Ayer & Son, Inc. 

A completely new approach to time 
signals over television will feature a 60- 
second “time story” twice every Friday 
night. The first 45 seconds will be de 
voted to a dramatization showing the 
value, importance and necessity of. the 
correct time in its relation to business, 
aviation, the mail, travel and all phases 
of personal life. 

The “time story” then will dissolve 
into 15 seconds of “live” time showing 
the face of a new style Waltham wrist 
watch. 





Bagge Joins Lindstrom 


Carl D. Lindstrom, originators i 
highly styled gold jewelry and gem 
stones, Los Angeles, announces the con 
nection with his firm of Hans J. Bagge 
of Chicago. Mr. Bagge will be office 
manager and diamond buyer for Liné- 
strom, a position he held since 1924 with 
J. Milhening, Ine. of Chicago. 

There are few better known diamoni 
men in the country than Bagge. Hes’ 
an active member of the Chicago Jewd- 
ers’ Club, the Golden Roosters, and a D+ 
rector of the Chicago Jewelers’ Asse 
ciation, serving as chairman of Golf 
Committee for 1945. 

He assisted in forming the Metre 
politan Chicago Chapter of The Amett 
can Gen Society, serving as its secretary 
since its formation in 1935 and wa 
elected secretary of the Central Divisio 
for 1939-1940. , 

Bagge is one of the first Certified 
Gemologists in the Chicago area, earning 
the title in Oct. 1935. He has lecturel 
extensively before trade organization 
on the subject of diamonds and colored 
stones; is author of several treatises ™ 
diamonds and collaborated in rewriting 
the diamond article for Junior Encycle 
pedia Britannica. He has been a mei 
ber of the Chicago Jewelers’ Bewling 
League for the past three years and wol 
the individual title in the season of 194% 
483 and 1943-44, 
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Heuer Chronograph Distribution 


To be Handled by Aisenstein 


ntment of Louis Aisenstein & 
Appa sole distributors of Heuer 
‘ raphs and timers for the United 
and its possessions, has been an- 


Slst anniversary, simultaneously with 
the 8ist anniversary of the mechanical 
manufacture of chronographs and tim- 
rs, which previously had been hand- 
a by artisans working in small shops. 
In 1864 Edward Heuer, grandfather 
of the present directors of Ed. Heuer 
& Co, foresaw the uses that could be 
made of chronographs and timers and 
or, d their mechanical manufacture. 
Chronographs and timers are playing 
an increasingly important role in mod- 
em life. They are essential in aviation, 
radio, in manufacturing plants, scientific 
laboratories, in military service, at 
sporting events, and other places where 
split second timing is required. 

Today the Heuer line includes an ex- 
tensive collection of wrist chronographs, 

et chronographs, plain timers and 
split second timers in waterproof and 
non-waterproof styles, with cases of 
nickel, gold or steel. 

Louis Aisenstein & Bros. is now for- 
mulating plans for the promotion of 
this line. 





New Boston Manager for Swank 


A change in the sales representation 
of Swank, Inc., in the New England 
territory has just been announced by 
J. Carlton Bagnall, executive vice-presi- 
dent of the company. 

Charles B. Hall has been appointed 
manager of the Boston branch, succeed- 


CHARLES B. HALL 





ing the Rosenberg brothers, who have 
long been associated with Swank, Inc., 
and who have resigned to take over the 
distribution in the New England states 
of Nu Lock men’s jewelry, manufac- 
tured by. the Free-man Daughaday Co. 
of Providence, R. I., which is a sub- 
sidiary of Swank, Inc. 

Mr. Hall, who assumes his new duties 
immediately, has been connected for 
more than twelve years with Swank, 
Inc. where he served in an outstanding 
manner as the selling representative in 
Connecticut and adjacent territory. 





Bloom Joins Korn & Co. 


William Bloom, formerly with Wolf- 

sheim & Sachs for the past ten years, 

1s now associated with William Korn and 

Company as Sales Manager in charge 

. wr New York office at 30 West 47th 
reet, 


FoR AuGust, 1945 





gp by Ed. Heuer & Co. of Bienne, 
d. 
Se er firm is now celebrating ~ 





Colorful Brochure by Evans Case 





“Review and Forecast” is the title 
of a colorful brochure just issued by 
Evans Case Company of North Attle- 
boro. Its purpose is to remind jewelry 
and handbag buyers of the popular items 
made by the company before conversion 
to war work, and to forecast “bright 
and beautiful things to come” when 
peacetime production can be resumed. 
The introduction states that the 
brochure is not @ catalog, as the com- 
pany can accept no orders for merchan- 
dise at this time. 

Such popuar Evans products as com- 
pacts, cigarette cases, lighters, hand- 
bags and costume jewelry are strikingly 
displayed in full color against silhouettes 
in vibrant shades of blue. On the last 
page a huge blue star posed’ against a 
background of names of historic battles 
and places of the war displays a list of 
the 194 Evans men and women in the 
armed forces . . . “the reason why this 
brochure can’t be a catalog.” 

Five thousand copies of Review and 
Forecast have been mailed to jewelry 
buyers, handbag buyers, merchandise 
men and other key personnel in leading 
stores throughout the country. 





Seco and Progressive 
Appoint Richard Paul 


At a recent sales meeting, held at 
their showrooms, 383 West 34th St., New 
York, Seco Leather Products Co. and 
Progressive Leather Goods Co. an- 
nounced the appointment of Richard 
Paul, as sales manager for both firms, 
and assistant to Ted Segal head of both 
firms. Mr. Paul is to assume his new 
duties as of July 1, and in conjunction 
with Mr. Segal will direct sales and 
merchandising efforts for both lines, 
which feature tobacco pouches, billfolds, 
travel sets and other personal leather- 
ware. 

At the meeting Mr. Segal outlined 
merchandise plans for the balance of 
the year, and stressed the fact that in 
the face of merchandise limitations, it 
is of utmost importance that every sales- 
man acquaint his customers with the 
true picture as it exists today and assure 
them that the paramount interest of 
both firms is to further augment the 
good will enjoyed in the trade by Seco 
and Progressive for many years. 

Advertising plans for consumer 
magazines, business papers and point- 
of-sale displays were also discussed. 





Bulova Profit Up for Past Year 


Profits, both before and after taxes, 
of the Bulova Watch Co. for the fiscal 
year ended March 31, 1944, rose sharply 
over those of the previous year it is 
disclosed by the annual report to stock- 
holders which has just been released. 

Net income before taxes was $9,881,- 
647 in the year just ended, and was 
32,448,070 after taxes. For the preceding 
year, the corresponding figures were 
$5,026,261 and $1,921,849, respectively. 
Karnings per share were $7.53 for the 
latest year, against $5.91. 

Dividends of $649,762 were paid, and 
$1,798,308 added to earned surplus, 
which’ now totals $11,896,101. ‘Total 
capital stock and surplus is $15,595,892, 
with reserves of $750,000 and liabilities 
of $7,496,919, against total assets - of 
$23,842,901. 

In the report by Ardé Bulova, Chair- 
man of the Board, which accompanied 
the financial statement, to the company’s 
war production, to the sales and ad- 
vertising program aimed at maintaining 
post war leadership and to the newly 
created Bulova School of Watchmaking 
for the vocational training of discharged 
war veterans. 


Portable Table Cooker 
Announced by Camco Products 


With a comprehensive policy for all 
phases of distribution, merchandising 
and advertising, Camco Products, Inc., 
57 William St., N. Y., has launched a 
revolutionary electric appliance that 
enables the housewife to cook a complete 
hot meal right on the dining room table. 
The name of the new appliance is the 
Camco Portable Cloverleaf Table Range. 

Distribution plans include the appoint- 
ment of sales agencies throughout the 
United States, and the setting up of 








The Camco portable Cloverleaf table Range 


complete coast-to-coast  distributor- 
dealer merchandising. The Camco range 
will sell around $24.75 to the consumer, 
with conventional trade discounts all 
along the line. Working models will 
shortly be available, and a production 
of around 100,000 units is scheduled 
within the first. year. 

Camco’s advertising and promotion 
plans include trade paper advertising, 
large-scale mailings to distributors and 
dealers throughout the country, point-of- 
sale material, and a special campaign of 
consumer publicity through magazines 
and newspapers and home economic 
radio shows. An aggressive newspaper 
advertising campaign is scheduled for 
immediate testing in the New York 
area, followed. by a full-dress national 
advertising campaign as soon as_dis- 
tribution is complete and Camco units 
start coming off the lines. Dealerships 
are still available in some territories al- 
though many have been allotted. 
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Gruen Sales Convention Ends With 
Anniversary Dinner to Pres. Katz 


The July 1945 sales convention of the 
Gruen Watch Co. was brought to a 
close with a testimonial dinner tendered 
to Benjamin S. Katz by the sales or- 
ganization in honor of his tenth anniver- 
sary as president of the company. 

Mr. Katz with Vice-President S. C. 
Gershey, had led the week’s discussions 
which opened on July 9, and other talks 
were given by Aaron Thorne, Western 
Sales Manager, Assistant Sales Manager 
J. E. Wessels, Merchandise Manager 
Maurice Merz, and Bernard Kliman, Ad- 
vertising Manager. 

Highlights of the session were the 
announcement of a new watch quota, 
the most liberal since the outset of the 
war; a new dealer advertising program; 
and a schedule of television advertising 
to begin in the fall. It was emphasized 
that Gruen’s advertising, both in national 
magazines and over the air, would con- 
tinue on an even more aggressive 
schedule. 





Jacobson Opens Los Angeles Office 


Joseph H. Jacobson & Sons, New 
York diamond importers and manufac- 
turing jewelers, announce the opening 
of a branch office at 707 South Broad- 
way, Los Angeles, California. 

The office is in charge of William 
Jacobson, younger son of Joseph H. 
Jacobson, founder of the firm, and will 
serve as western sales and distribution 


JIMMIE GILBERT 


headquarters for the Company’s line of 
diamond bunch rings, diamond wedding 
rings, engagement and wedding ring 
sets, and semi-mounted mountings. 
Jimmie Gilbert, well-known west 
coast traveling man, has joined the 
Jacobson Los Angeles staff as sales 
representative, and will cover the entire 
Pacific area for the firm. Recent re- 
ports from Gilbert indicate that jewelry 
sales in the Pacific coast states at the 
present time are exceedingly brisk. 





Mercury Ring Corp. Not to Be 
Confused with Mercury Jewelry Co. 


The Mercury Ring Corp., 562 Fifth 
Ave., N. Y., reports that it has been 
caused considerable inconvenience and 
embarrassment by the fact that many 
people have confused it with another 
company of somewhat similar name 
which has recently gone out of business. 

No connection whatever exists or 
ever has existed between the two con- 
cerns. The company which has discon- 
tinued business is the Mercury Jewelry 
Co., of 88 West 48th St. The Mercury 
Ring Corp., which is owned and op- 
erated by Arthur Bergman, is continu- 
ing to do business at the same old stand. 
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New Fittings for "Kon-ite" 
Watch-Bands 


Something entirely new in watch strap 
buckles and keepers has been added to 
“KON-ITE” watch straps, product of 
A. Sauer & Co., Cincinnati. 

Known as “Plasticore,” these new fit- 
tings are made of plastic, encased in 
precious metal, combining the lightness 
in weight of plastic with the bright luster 
of gold. They cannot rust, corrode or 
discolor the leather. Thus, not only are 
they attractive but practical; and, very 
important, are offered at no advance in 
price. 

KON-ITE “Plasticore” straps are 
available only through A. Sauer and 
Company, makers of KON-ITE watch 
straps. 


Century Metalcraft Moves Offices 


General offices and shipping depart- 
ment of Century Metalcraft Corporation 
have been moved to the company’s plant 
at 4440 North Clark Street, Chicago 40, 
according to an announcement by Arthur 
R. Marpet, vice-president. In connec- 
tion with this change, new decorating 
rooms have also been completed to per- 
mit more efficient production of the 
nationally known Century lines of 
Maestro and Satintone hand-crafted art 
glassware. 





Speidel Appoints Adv. Agency 


The Speidel Corporation, Providence, 
makers of Speidel Expandable Wrist 
Band for men and women, announce the 
appointment of Hirshon-Garfield, Inc., 
New York, as Advertising and Mer- 
chandising Counsel. Color pages will be 
used in national magazines starting Sep- 
tember. 





Goldstein Heads New Concern 


Sam H. Goldstein, founder and head 
of the newly organized West Coast 
Jewelry Co., Oakland, Calif., started as 
a manufacturing jeweler’s apprentice in 
1905. He worked in several outstanding 
shops in San Francisco, including Shreve 
& Co. 

In 1911 he became foreman of the 
old Baldwin Jewelry Co. factory, remain- 
ing there for ten years. He opened his 
own factory in San Francisco in 1921, 
and in 1936 moved to Oakland where he 
has been very successful. 





Production of Remington Shavers 
For Civilians Expected by Fall 


W. E. Chollar, vice-president of Rem- 
ington Rand, Inc., and general manager 
of the Electric Shaver Division, in a 
statement to the trade declared efforts 
will be made to produce Remington 
Shavers for civilian trade by early Fall. 

“Now that WPB Limitation Order 
65 has been revoked,” Mr. Chollar said, 
“and electric shavers can be assembled 
for civilian use if materials can be ob- 
tained without priority assistance, Rem- 
ington Rand will use all the facilities 
at its command to try to place Reming- 
ton Electric Shavers on dealers’ shelves 
as fast as possible.” 

Mr. Chollar pointed out, however, that 
many employees are still working on war 
orders, which must take precedence over 
production for civilians. 


/ 





Longines at the Circus 








The official watch for the “Greates 
Show on Earth”—Ringling Brother: 





Barnum & Bailey Circus—is Longines, 
This summer five million young ang 
old kids will see the show as it moves 
over the eastern part of the United 
States. The job of welding the grea 
number of acts into one smooth run 
show is Fred Bradna’s, the ringmaster, 
who has to time each unit and see fg 
it that the show starts and finishes with. 
in the alloted period. So it is quite ap 
propriate that for a laugh Paul Jerome, 
famous clown, carries his “March of 
Time” sign and two large Longines 
“watches”—but everyone gets the point, 
Fred Bradna and his top hat, it is 
said, have been seen during his many 
years with the circus by more 
than any other person in the United 
States. . 


Toastmaster Appoints Davis 
New York District Manager 


William E. O’Brien, General Sales Man- 
ager, Toastmaster Products Division, Mc 
Graw Electric Company, has announced 
the appointment of Harry B. Davis, Jr, 
as New York District Manager. 

Mr. Davis joined the Sales Depart 
ment of the Toastmaster organization 
in 1989 as sales correspondent, later 
covering a territory, and in 1941 wai 
appointed assistant to the Sales Man- 
ager. From the spring of 1944 until bis 
recent appointment, Mr. Davis acted af 
Traffic Manager for the Toastmastet 
Products Division. His headquarters will 
be at 196 Lexington Avenue, New York 
City. 


Los Angeles Wholesaler Moves 
To New and Larger Quarters 


The firm of Nat Halper, Los Angeles 


wholesale jewelers, is moving to new 


larger quarters, occupying the 5th floor 


of the Metropolitan Building, 315 West 
5th Street, on August 18th. 

The new offices and showrooms are 
ultra modern in design, decoration and 
furnishing. . 





Warren & Warren, 48 West 48th St, 
New York, N. Y.—makers of high style 
ladies’ watches’ bracelets and pins—al- 
nounces that Leopold M. Rosenbaum, 
1210 Guardian Bldg., Portland, Ore. has 


been appointed as their representative 


for the entire West Coast. 
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BURDEN LIFTED 


JusT aS WE Go to press comes word from Washington 
that OPA has now received from the Office of Economics 
Stabilization the authority it had been asking to exempt 
certain classes of items from price control. (See page 
265 of this issue.) 

OPA says that one of the first, kinds of goods that 
will be exempted under this general order will be 
jewelry, so it is. likely that this will have been done be- 
fore this issue reaches you, and that as far as your 
jewelry items are concerned, you will no longer be sad- 
dled with the burden of record-keeping, reporting and 
red tape vou have had to carry during the past three 
years. 

Certainly it is high time that this was done. As OPA 
itself recognizes, the continuation of price ceilings. on 
jewelry under present day conditions is meaningless. 

In the first place, jewelry is not a factor in the cost 
of living, and, with so many other and far more im- 
portant things on its hands, OPA’s time and efforts can 
be much more usefully devoted to holding the line on 
items of daily necessity. 

Moreover, jewelrv prices have shown no tendency to 
advance in a long time and are less and less likely to 
do so as time goes on, now that ever greater supplies 
are becoming available and competition is constantly 
growing keener. Price rises in such a situation are in- 
conceivable. To continue to regulate prices therefore, 
is simply a waste of effort which, an OPA wisely recog- 
nizes, could be better devoted to other and more worth- 
while tasks. 

Jewelers may well congratulate themselves on their 
good fortune in being freed from a burden of work that 
was serving no useful purpose. 


A LOOK AHEAD 


Ir BEGINS TO LOOK as if the first faint glimmerings 
of a normal supply of normal jewelers’ goods were final- 
ly starting to appear on the far horizon. 

Don’t get too excited—thev aren’t here yet—and prob- 
ably won’t be for some months—but the signs are becom- 
ing more and more evident, and all of them point in the 
same direction. 

Here are a few: 

First, the labor stringency, which has been the great- 
est obstacle to increased production, has definitely begun 
to ease up. Of the 302 areas into which the War Man- 
power Commission divides the country, only 53 were 
classified last month as having labor shortages, against 
66 a month previously; and a total of 29 areas in other 
classifications were placed in easier categories. Further- 
more, the program of cut-backs and cancellations is just 
getting under way. so that the labor situation should 
continue to improve. 

Second, the restrictions on the quantity of silver that 
could be used for jewelry and silverware were removed 
a couple of months ago. This should mean a progres- 
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sively increasing supply of sterling flatware and hollow 
ware as fast as manpower becomes available to the 
refiners and silversmiths, since the metal is no longer 
a problem. 

Third, plated silverware seems likely to begin et 
reappear on the market at least in modest amount 
within a few months, since the manufacturers have noy 
been given an allotment of nickel-silver for use ag g 
base. 

Fourth, jewelry manufacturers are now permitted ip 
use steel, brass and copper whenever they can obtain 
them, which means that goods of pre-war qualities should 
be starting to come back in the reasonably near future, 

What it all adds up to is that although we aren’t sud- 
denly going to have all of everything we want by next 
Tuesday, we are clearly on the long road back to a more 
normal merchandise situation. We repeat, don’t get 
too excited about the immediate future, but it’s time fo 
start re-adjusting your thinking and planning to the 
changes that are inevitably coming. 


WATCH TARIFFS 


THE BILL WHICH continues the authority given the 
President to make reciprocal tariff agreements with | 
other countries has now been enacted and signed. This 
legislation also authorizes the Executive to make further 
cuts in present tariffs by any amount up to 50 per cent 
of the rates in effect on January 1, 1945. 

Naturally this immediately raises in the minds of | 
the jewelry trade the question of what will happen t 
the -present scale of import duties on Swiss watches. 
Under Hie previous twade agreement act, rates haye 
already been reduced to two-thirds of those prescribed 
by the Tariff Act of 1930. Thus, the new legislation | 
now allows them to be brought down to one-third of the 
level established by Congress fifteen years ago. 

The question is, will they? The law permits reduc- | 
tions, but does not require them to be made, and pro- | 
ponents of the bill have asserted that rates will be eat | 
in only those cases where a thorough study of that par 
ticular situation by the Tariff Commission proves that 
a reduction will be in the national interest and_ will 
not injure American manufacturers. 

If that is the case, and if the American watch com- 
panies can show, as they argued at the hearings on the 
bill, that a further reduction would put them out of | 
business and cripple the production of items essen- 
tial to military security, it is entirely possible that the 
present scale of duties on imported watches will remain 
unchanged. 


let Ola 


Editor 
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